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Since 1886 
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120 Wall Street 427 Gravier St. 











COLOMBIA... 


home of PREMIUM coffe 


; 
The cherry is picked by hand in Colombia, for only the deep red 
cherry must be harvested. In order to ensure crops of uniform 
ripeness and quality, the picker returns to the tree many times during 
the harvesting season. Such selective harvesting is one of the 
factors reflected in the superior aroma and flavor of Colombia’s 
premium coffees. It is one of the many reasons why coffee from 
Colombia is the best in the world. 


120 WALL STREET, NEW YORK 5, N. Y. 


National Federation of Coffee Growers of Colombia | «--: « 


Pan-American Coffee Bureau 





SHUT IT OF F'? 


The TOMLINSON NO-DRIP FAUCET shuts 
itself off. By simply releasing one finger pres- 
sure on the shock-proof Zytel Nylon handle, 
the liquid is instantly turned off. Quality 
construction, quality components and 38 
~— of faucet engineering have made the 

OMLINSON NO-DRIP FAUCET the 
world’s leading liquid food dispenser faucet, 
and the choice of the leading coffee urn 
manufacturers. 


Zytel Nylon handles, bonnets and bodies 
were laboratory tested for over 2 years prior 
to their introduction on the market. Taste, 
hygenic and wear-factor tests proved Zytel 
ylon equal in every respect to the metal 
pone replaced and added a big plus factor— 
ower cost for a superior product. 
The faucet is the heart of your urn—for the 
maximum in trouble free service —be sure 
your urns are TOMLINSON equipped —there 
is no substitute. 


All former models of ground key 
type faucets are still available — 
catalog on request. 


The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


1601 St. Clair Avenue ® Cleveland 14, Ohio 
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BRAZILIAN COFFEE and 


The millions of U.S. citizens who will drink 
iced coffee this year naturally do not all 
like the same blend or brand. They may even 
differ as to which is the best way to 

take an iced coffee break. Yet one thing 

is certain—more iced coffee will be made 
using Brazilian coffees than any other. The 
reason is basic—Brazil continues, year after 
year, to export more of its coffee to the 
United States than any other country. 


Brazilian coffees are unequalled in variety 
and quality. They satisfy a wider range of 
consumer tastes than any other coffee. 
Experts and the general public agree on 

the eminence of their rich body, full flavor 
and aroma. The U.S. taste for coffee has 
been built on Brazils. 


BRAZILIAN COFFEE INSTITUTE 


published monthly by The Spice Mill Publishing Company, 106 Water St., New York, N. Y. 


Coffee & Tea Industries and The Flavor Field, 
Reentered as second class matter June 22, 1951, at the Post Office at 


Subscriptions $4.00 a year, 50 cents per copy, Aug. 1958 Vol. 81 No. 8, 
New York, N. Y., under the Act of March 3, 1879. 
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the ICED COFFEE CAMPAIGN 


BRAZIL SUPPORTS THE U. S. INDUSTRY-WIDE 
ICED COFFEE CAMPAIGN 


120 WALL STREET, NEW YORK 5, N.Y. 
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ON Coffee Buyer’s 


PEt cuarantee 
COFFEE for Unequalled 


IMPORTERS iii 
Dependability 
NEW YORK NEW ORLEANS CHICAGO ° 
79 Pine Street 336 Magazine Street 404 No. Wells Street and Serv ice 


Representatives in: 
SANTOS, RIO de JANEIRO, PARANAGUA and principal coffee producing countries throughout the world 
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Bring out 

the choice 
characteristics 
of the 

sreen coffees 


GUMP RAY=-NOX ROASTERS 


Bouquet, acidity, winey character . . . the most desirable char- 
acteristics of the green coffees . . . stand out in cup tests on 
roasts from Gump Ray-Nox Roasters. 


By its balanced utilization of both clean, penetrating radiant 
heat and convected heat, the Ray-Nox Roaster brings the various 
coffees in a blend to full development simultaneously. And every 
roast is sweet, clean and bright. There is no recirculation of 
exhaust gases—and stainless steel roasting cylinder, flights and 
canopy protect the coffee from metallic contamination. 


Roasts of both premium coffees and economy blends are 
being produced on Gump Ray-Nox Roasters, all with the same 
superior results in cup and keeping qualities. 


And, as the men who operate these modern roasters know, 
you can count on the Ray-Nox to make roasting operations Showing the Ray-Nox Roaster with the new Idea! 
considerably more convenient and economical, too. Vertical-Twin Coffee Cooler. By drawing air simul- 
Write for convincing details on the Gump Ray-Nox Roaster paige vs — a Fo saan lng ig 
—and on the new Ideal Cooler, You'll want the profitable perature in less than three minutes. Other advan- 
advantages of this Gump-Engineered equipment in your next tages: no breakage of the beans; stainless steel 
roasting department installation. cooling zone; no ing probl 





BF. GU MP Oi sis. cicero svenso, cricoge 50, tints 


Engineers and Manufacturers Since 1872 


GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK”’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS « EDTBAUER-DUPLEX NET WEIGHERS 
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oFFEE NEWS 


: Now=-a new container 
for shipping and keeping coffee in bulk 


Bulk-oTainer 


by CONTINENTAL 
it’s lined with Pliofilm* to 
e RETAIN PEAK FRESHNESS 


e SAVE THE COST OF LINING 
INDIVIDUAL COFFEE BAGS 


Here’s great news for you, if you package institutional coffee. 
Now you can get full Pliofilm protection for your coffee and 
save money, too! 


Here’s how! Continental has lined the shipping container 
with Pliofilm instead of the individual bags. Experience shows 
that 12 one-pound bags of coffee stay roaster-fresh in Bulk- 
O-Tainer. And, of course, it costs less to line one shipping 
container than 12 small bags. 


Users are enthusiastic! The coffee aroma from a freshly- 
opened Bulk-O-Tainer lands new accounts on the spot. Insti- 
tutions like Bulk-O-Tainer because it’s easier to open than the 
individual Pliofilm bag. And Bulk-O-Tainer is so strong that 
it is being reused to hold ice, meat or produce! 


You can’t lose with Bulk-O-Tainer—unless you don’t use it. 
So get the full story from Continental today. 


CONTINENTAL E CAN COMPANY 
MSPS WeELLMAR-BETNER DIVISION 


} South Gate, Calif. MT. VERNON, OHIO Devon, Penna. 


QUALITY PRINTERS AND CONVERTERS 
OF FLEXIBLE PACKAGING MATERIALS *TM, The Goodyear T..& R. Co. 
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"T see the Pan American 
Coffee Bureau’s new 
consumer ad campaign 
stresses properly 
brewed coffee...”’ 


Murray Kaplan 
Vice President 
Cecilware-Commodore 


“That’s another good 
reason why everybody 
needs Cecilware urns 

—They’ll be judged 
ovis Koplon more than ever by the 
Cecilwore- coffee they serve!” 


Commodore 


BREW IT BY THE GALLON IN THE 


Featuring the remarkable 


GRIDDED RISER 
TWO STEPS .. . Draw & Pour! 


COFFEE BREWING INSTITUTE'S URN GREWING METHOD 


Gridded ; 
iser : peng 








6 

ROR») sates 
vist) tm 
+ 








: - : 
: Level bed of ground coffee ; 
fees i 





The Gridded Riser, recommended by the Coffee Brew- 
ing Institute, is Cecilware’s new quick-acting coffee 
basket that utilizes a standard bag and removes the 
droop. It forces all the water to filter faster through 
the coffee bed for uniform and correct extraction. 
You get coffee from Cecilware ‘61 urns exactly as 
demonstrated by the institute. 


Coffee made in “Series 61” — modern as 
the year 1961, tastes so good it creates the 
demand for second cups. 3 or 5 gallon sizes 
in Twin or Single urns, both with extra- 
large water capacity. Twins from $385.00; 
singles from $195.00. See your equipment 
dealer now and send for new catalog. 


Coffee 
bythe _ 
gallon __ 
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ANOTHER COMPANY 
STANDARDIZES ON BURNS: 
GRANULATORS 


















Albert Ehlers, Inc., like many another company in recent months, has taken 
advantage of the efficiency and economy of Burns Granulators in the remodel- 
ing of their grinding department. The reasons why the trend is steadily towards 
Burns Granulators are simple: 


UNIFORM PRODUCT Burns Granulators provide an infinite number of settings within the range of 
grinds — and they can be relied upon to hold them, hour after hour. 





SHARP GRANULES Burns Granulators with their exclusive paired-roll reduction from initial crack- 
ing to fine finishing, turn out consistently sharp grinds even in the finest ranges. 


COOL GRINDS Burns Granulators assure uniformity in color—no overheating or darkening 
the product. 





ECONOMICAL Burns Granulators are economical to buy, to operate, to maintain and to clean. 
Dollar for dollar, Burns Granulators are your best buy! 


cq 
> 
oO 
m 
N 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 
600 WEST 43rd STREET eo NEW YORK 36, N. Y. 





COFFEE & TEA INDUSTRIES and The Flavor Field 















The author, formerly Noemi G. Arrillaga, was chemist 
Specialist in perfumes at the U. S. Experiment Station, 
Mayaguez, and at present is researchist and associate pro- 
fessor of chemical engineering at the College of Agriculture 
and Mechanic Arts, University of Puerto Rico, 


The coffee shrub, native to tropical countries, but well 
known to the entire world gives a fruit oval in shape, wine 
in color which resembles a cherry. This fruit, when ripe, 
consists of about 39.53% of pulp, 20.12% of mucilage 
and 40.35% of bean and parchment (1). 

As soon as the berries ripen they are collected and sub- 
mitted to various operations of the process called ‘‘bene- 
ficiado”, which prepares the fruit for roasting. The above 
process generally is carried out by slow natural drying in 
the sun or by the more rapid method of fermentation. 
Natural drying takes between four weeks to two months, 
until the dried grain reaches a moisture content of 10-13%. 
In the fermentative process, the epicarp is removed by ma- 
chine and then placed in fermentation vats. This process 
has a great influence on the appearance, quality, aroma and 
price of the final product. During fermentation the thick 
film of mucilaginous material which covers the coffee grain 
is changed from an hidrogel to an hidrosol and is eliminated 
by continuous washing. After the coffee is washed, it is 
transported to drainers, where it is sun-dried. 


Once the berries are dried by any of the described pro- 
cesses, they are dehusked by crushing between rollers in 
a thrashing machine. The fragments of the husk, which 
are called ‘“‘cascarilla”, or hulls, are removed from the 
seeds by winnowing. Coffee berries, after going through 
the above process and additional ones of roasting, grinding 
and percolating, produce the international aromatic drink 
known as coffee. 

Coffee flowers 


The coffee shrub gives a profuse flowering of white 
tiny blossoms scented with a magnificent aroma (See Figure 
1.) Of the total number of these flowers produced by the 
tree, only a fraction germinate to produce fruit. A large 
quantity of these blossoms go to waste by natural abscis- 
sion or are removed from the shrub artifically to strengthen 
the future crop, as is the practice in some countries, These 
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coffee by-products 


their chemical composition and possible economic uses 


with coffee surpluses at hand, and more on the way 


this subject has a new and challenging urgency 


By DR. NOEMI G. MARTINEZ NADAL 









Figure 1. A coffee shrub of the native Puerto Rican variety in 
bloom. Note the white jasmine-like flowers. 


blossoms contain an essential oil which produce an exotic 
aroma. 

Natural perfume oils are high in price because of the 
fact that its flowering sources demand careful cultivation 
and its processing is specialized. Due to climatic con- 
ditions, as well as techniques of processing, the production 
of flower absolutes has become a specialty of Cannes and 
Nice. 

During the past war, prices of these absolutes were sky 
high, as a result of difficulties in securing appropriate labor, 
regular shipments, etc. For the above reasons, it was deemed 
necessary to investigate possibilities of new perfume abso- 
lutes of greater availability and of greater economic possi- 
bilities. 

Coffee flowers were processed, by the author, at the 
United States Experiment Station, Mayaguez, Puerto Rico, 
and results of experiment carried out showed that the best 
method was solvent extraction to obtain a total extract tech- 
nically known as a ‘concrete’, which can be purified with 
alcohol to give an excellent absolute. (2, 3). A new per- 
fume oil from coffee flowers was extracted with a delightful 
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Figure 3. Dried coffee hulls. Pictures with this article courtesy of 
the Revista de Agricultura, Department of Agriculture and Com- 
merce, San Juan, Puerto Rico. 


bouquet reminiscent of jasmine, cassie and mimosa. Coffee 
flowers give a most exotic perfume. 


Coffee pulp 
The fresh pulp of coffee berries or epicarp, which in 
most cases is removed previously to the fermentative 
process, can be converted into a compost to be used as 
a fertilizer (See Figure 2). Correa reports its chemical! 
composition as follow (4): 


FRESH PULP 


Components % 
60.00 


ASH ANALYSIS OF THE PULP 
Components 
Phosphoric acid 
Potassium 
Calcium 
Magnesium 
Sulphuric acid 
Chlorine 


Fresh pulp could also be dried and used as fuel or as a 
cattle feed (5). Its nutritive value has been studied, and 
reported by Lewy and Carbonell(6). 
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NUTRITIVE VALUE OF THE DRIED PULP OF 
COFFEE BERRIES 
Total solids 
Proteins 
Fats 
Crude Fiber 
Nitrogen free extract 
Mineral matter 
DIGESTIBILITY COEFFICIENTS 
Proteins 
Fats 
Crude Fiber 
Nitrogen free extract 
Digestible Proteins 
Total Digestible Nutrients 
Nutritive Relation 
Freise(7) has made an analysis of the pulp to be used 
in the preparation of vinegar and he reports its average 
composition as follows: 
DE EIS, I a eS 42.66 % 
Volatile oils 
Waxes, fast and resins 
Raw fiber 
Tannins 
Sugars 
Mineral suks 
Others 
He identifies glucose and sucrose amongst the sugars 
present. He reported the presence of salicylic acid in the 
pulp of unripe fruits as well as methanol in overripe mash. 


Coffee hulls 


Coffee hulls are a thin pellicle, hard and brittle (See 
Figure 3.) They are accumulated in great quantities in 
coffee plantations and up till now no economic use has 
been found for them. They have been a nuisance to coffee 
planters. They have been tried as cattle feed, but the low 
nutritional value as well as the hard, crusty appearance 
and sour taste made them most unattractive to animals. 
Possibile uses as fertilizer or mulch have been futile, since 
they do not decompose even in humid conditions, having a 
high tendency toward preservation and a very low de- 
caying or rot power. 

Locally, the are an economic annoyance, 
coffee growers have to spend money to get rid of these 
hulls on their plantations. 

One of the projects at our Research Center is the study 
of possible uses of coffee by-products. 

Destructive distillations were carried out to test coffee 
hulls as fuel and they compared with fast and slow burns 
of hardwood as can be seen in the following data (8): 


DESTRUCTIVE DISTILLATION OF COFFEE HULLS 
Test I Test Il 

Weight of sc aple (air dry) ..71.48 gm. 62.21 gm. 
Weight of charcoal 22.66 ’ 19.81 ” 
Weight of distillate 22.70 
Weight of gas 19.71 

% charcoal by weight ....31.80% 31.80% 

% distillate by weight ....23.10% 36.50% 

% gas by difference 

by weight 
1lb. acid (As Acetic) per lb, 

Coffee hulls 


since 


31.70% 


0.0124 0.0324 


(Continued on page 33) 
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AT THE CROSSROAD OF THE AMERICAS... 


me eee FIC Qlvador 


INTERCONTINENTAL 


SAN GALVADOR, EL SALVADOR, C.A. 





it's open—the largest and finest in Central America... 
a hotel that offers not only every business convenience, 
but comfortable, beautiful, baiconied rooms...superb 
French cuisine in the RENDEZVOUS ROOM... 
EL CORTIVO COCKTAIL LOUNGE and the informal 
LA TERRAZA BAR...spectacular pool and cebana club—~g 
everything for business stop or vacation stay! And / 
for conventions or business meetings, the 
specially-designed SALON DE LAS AMERICAS 
will accommodate, as you wish, 25 to 350! 





210 BEAUTIFUL ROOMS AND SUITES : . EL CORTIJO COCKTAIL LOUNGE 
: in tasteful modern decor... ? : Friendly relaxation after a day's 
impeccable service ... good music ° assuring you the eccommodations ° . work ...a wonderful place 
... the finest in entertainment M you want, when you want them. ; 5 = to meet and talk. 


AN INTERCO. NTAL HOTEL 





aS 8 


a 


B jars 


e  @ Ae ee es eS — B 
For information and reservations contact your Travel Agent or INTERCONTINENTAL HOTELS: New York, Chrysier Bidg., STiltwell 5 
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consumer coffee advertising budgets 
EAE OER i, es 


This analysis of advertising expenditures in 1957 is from a Data sources: Publishers Information Association, Television 
brand by brand compilation for grocery products presented re- Bureau of Advertising and Outdoor Advertising, Bureau of Ad- 
cently by Food Field Reporter, industry trade paper. vertising of the American Newspaper Publishers Association. 








General Farm Newspaper Network Spot 
Product Magazines Magazines Sections Outdoor TV Newspapers TV 
























COFFEE (INSTANT) 


Aborn’s Instant Coffee ............ af 
A&P Instant Coffee 











SP pea 14,420 
ees 1,675,830 824,506 543,750 
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pias tude rand ads 1,388 443,166 wae 
ESE ; ine 91,360 see» 1,670,871 747,822 218,510 






Nestle’s Instant Coffee ............. ° ‘eee see ere? aeas 821,528 255,532 114,420 
North Woods Coffee .............. ois eo uae Seen ean ape 42,191 wee 
Sanka Instant Coffee .............. - 446,487 eae seve ea06 274,719 160,716 
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Lord Calvert Coffee |......//°°°°""" a eee 46,630 rae 
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Maxwell House Coffee 
McGarvey Coffee ............ 
Medaglia D’Oro Coffee 
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This article is from a lecture on the European Common 
Market presented to the members of the Institut Havrais 
de Sociologie Economique & de Psychologie des Peuples. 


It is not without certain misgivings that the members of 
the coffee trade await the application of the European Com- 
mon Market. 

Whether they are planters, exporters, importers, roasters, 
agents or brokers, they all wonder what the future will be, 
and what changes will be brought about by the Common 
Market. Their fears are not exclusively French; our part- 
ners, who enjoy a saner economy, are also worried. 

We must consider first the position of the six countries 
which are members of the European organization, then that 
of the other countries. We must study the point of view of 
each one in face of the problems of production and of con- 
sumption. 

The six countries—-Belgium, France, Germany, Holland, 
Italy and Luxemburg—consume slightly more than 500,000 
tons of green coffee yearly. 

France comes first, with 180,000 tons, followed by Ger- 
many, with 150,000, and Italy, with 75,000. Benelux uses 
100,000 tons. 

Coffee, with a yearly turnover of hundreds of thousands 
of French francs, will play an important part in the econ- 
omies of the future European Commonwealth. This com- 
munity accounts for more than a fifth of world consumption, 
second only to the United States of America, which has a 
yearly consumption of 1,300,000 tons. 


Italy has already been attracted by African coffees. For 
a few years now, she has absorbed more than 40% of 
her coffees in Robustas, mostly from Indonesia and the 
Belgian Congo. In the Netherlands, the proportion of 
Robustas is also more than 40%, the greater part from 
Angola, in accordance with a commercial treaty with Portu- 
gal. Belgium consumes 36% of her coffees in Robustas, 
headed by Belgian Congos and Angolas. In France, the 
proportion is 70%, practically all from our African terri- 
tories. 

Germany, up to the present, has been very reluctant to 
use Robustas, which account for only 1.7% of her coffees. 
It is true that duties and taxes on coffee are very high in 
Germany, and that they are fixed duties, not ad valorem. It 
makes for consumption of first quality coffees, although they 
are expensive. However, the fact that the Swiss, difficult to 
please, are beginning to consume in their blends a little 
French African Robustas, besides some other robustas (18% 
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and the European Common Market 


By CH. RUFENACHT, Le Havre 






FEE 


France 


of their needs in all), is encouraging. Why not also, then, 
the Germans? 

Instant coffee represents less than 4% of total consumption 
in France, as in Germany and Belgium, still less in Italy, 
and 8% in Holland. 

I believe the best soluble coffee will never equal the qual- 
ity of coffee prepared in the classical manner. But it is true 
that instant coffee is extremely convenient and appreciated 
by more and more people. 





ECM — and General de Gaulle 


How will France's participation in the European Com- 
mon Market be affected by the advent to power of 
General de Gaulle in France? 

Informed opinion at this writing, sees ECM starting on 
schedule next January 1st with or without France—but 
probably with token French participation. 

Antoine Pinay, Minister of Finance in the new gov- 
ernment said the country's economic situation did not 
seem to him “good enough” to permit full implemen- 
tation of the pact's trade liberalization provisions unless 
great advances are achieved by the end of this year. 








One must say a word about the economical “ersatz” coffee 
sometimes used on weekdays in Germany, real coffee remain- 
ing as a Sunday treat. Whether the “ersatz’’ is Malzkaffee, 
made of barley; Roggenkaffee, which is rye; or chicory, it 
seems to be losing ground. Real coffee may gradually re- 
place these cheap drinks. 


As for production in the six countries, it is very simple. 
Only France and Belgium are big producers of coffee, thanks 
to their African territories. The total crop under French 
control is 200,000 tons, the total Belgian is 60,000. With- 
out going into details, we can say that Arabicas come to 
114% of French production, mostly from the ex-German 
colony of Cameroons. The Belgians produce as much as 
38% in Arabicas, picked in the Ruanda-Urundi, part of the 
late German East Africa. 


In French Africa, practically all the coffee produced is 
of the Robusta type, neutral taste, very suitable for blends, 
and also to make instant coffee, but without the delicious 
aroma of the Arabicas picked in Latin America or the 
Far East. Why don’t we abandon the culture of Robustas 
in favor of Arabicas? Simply because Arabicas need climate, 
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consumer coffee advertising budgets 


This analysis of advertising expenditures in 1957 is from a Data sources; Publishers Information Association, Television 
brand by brand compilation for grocery products presented re- Bureau of Advertising and Outdoor Advertising, Bureau of Ad- 
cently by Food Field Reporter, industry trade paper. vertising of the American Newspaper Publishers Association, 
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Aborn's Instant Coffee 
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Kroger Coffee 
Lord Calvert Coffee 


Menhattan Coffee 

Manner House Coffee sus puke ‘nice eee Besa 
Martinson’s Coffee avee jas xis eee saad 
Maryland Club Coffee Ca, bane appt gk ee 
Maxwell House Coffee aN Ia CS veks «+++ 1,016,247 


43,650 
38,110 
Old Judge Coffee Rea pots Ne Sie! He sees 226,480 
Old Mansion Coffee ee ego Bat whi nha Hag 21,570 


*157,779 
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Wilkin's Coffee 21.0022 ce oe es a ae beret 1671210 
_, Yuben Coffee ....... se eeee gee cena, Rarer ey ey eer te , 162,180 
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This article is from a lecture on the European Common 
Market presented to the members of the Institut Havrais 
de Sociologie Economique & de Psychologie des Peuples. 


It is not without certain misgivings that the members of 
the coffee trade await the application of the European Com- 
mon Market. 

Whether they are planters, exporters, importers, roasters, 
agents or brokers, they all wonder what the future will be, 
and what changes will be brought about by the Common 
Market. Their fears are not exclusively French; our part- 
ners, who enjoy a saner economy, are also worried. 

We must consider first the position of the six countries 
which are members of the European organization, then that 
of the other countries. We must study the point of view of 
each one in face of the problems of production and of con- 
sumption. 

The six countries—Belgium, France, Germany, Holland, 
Italy and Luxemburg—consume slightly more than 5C0,000 
tons of green coffee yearly. 

France comes first, with 180,000 tons, followed by Ger- 
many, with 150,000, and Italy, with 75,000. Benelux uses 
100,000 tons, 

Coffee, with a yearly turnover of hundreds of thousands 
of French francs, will play an important part in the econ- 
omies of the future European Commonwealth. This com- 
munity accounts for more than a fifth of world consumption, 
second only to the United States of America, which has a 
yearly consumption of 1,300,000 tons. 


Italy has already been attracted by African coffees. For 
a few years now, she has absorbed more than 40% of 
her coffees in Robustas, mostly from Indonesia and the 
Belgian Congo. In the Netherlands, the proportion of 
Robustas is also more than 409%, the greater part from 
Angola, in accordance with a commercial treaty with Portu- 
gal. Belgium consumes 36% of her coffees in Robustas, 
headed by Belgian Congos and Angolas. In France, the 
proportion is 709%, practically all from our African terri- 
tories. 

Germany, up to the present, has been very reluctant to 
use Robustas, which account for only 1.7% of her coffees. 
It is true that duties and taxes on coffee are very high in 
Germany, and that they are fixed duties, not ad valorem. It 
makes for consumption of first quality coffees, although they 
are expensive. However, the fact that the Swiss, difficult to 
please, are beginning to consume in their blends a little 
French African Robustas, besides some other robustas (18% 
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and the European Common Market 
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of their needs in all), is encouraging. Why not also, then, 
the Germans? 

Instant coffee represents less than 4% of total consumption 
in France, as in Germany and Belgium, still less in Italy, 
and 8% in Holland. 

I believe the best soluble coffee will never equal the qual- 
ity of coffee prepared in the classical manner. But it is true 
that instant coffee is extremely convenient and appreciated 
by more and more people. 





ECM — and General de Gaulle 


How will France's participation in the European Com- 
mon Market be affected by the advent to power of 
General de Gaulle in France? 

Informed opinion at this writing, sees ECM starting on 
schedule next January 1st with or without France—but 
probably with token French participation. 

Antoine Pinay, Minister of Finance in the new gov- 
ernment said the country's economic situation did not 
seem to him “good enough’ to permit full implemen- 
tation of the pact's trade liberalization provisions unless 
great advances are achieved by the end of this year. 








One must say a word about the economical “ersatz” coffee 
sometimes used on weekdays in Germany, real coffee remain- 
ing as a Sunday treat. Whether the “ersatz” is Malzkaffee, 
made of barley; Roggenkaffee, which is rye; or chicory, it 
seems to be losing ground. Real coffee may gradually re- 
place these cheap drinks. 


As for production in the six countries, it is very simple. 
Only France and Belgium are big producers of coffee, thanks 
to their African territories. The total crop under French 
control is 200,000 tons, the total Belgian is 60,000. With- 
out going into details, we can say that Arabicas come to 
144% of French production, mostly from the ex-German 
colony of Cameroons. The Belgians produce as much as 
38% in Arabicas, picked in the Ruanda-Urundi, part of the 
late German East Africa. 

In French Africa, practically all the coffee produced is 
of the Robusta type, neutral taste, very suitable for blends, 
and also to make instant coffee, but without the delicious 
aroma of the Arabicas picked in Latin America or the 
Far East. Why don’t we abandon the culture of Robustas 
in favor of Arabicas? Simply because Arabicas need climate, 
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soil and altitude one does not find everywhere in the 
tropics, One must say, too, that the acre yield of Arabicas 
is much smaller and calls for much more care. 

Among the European Block, or rather, the Eurafrican 
Block, France and Belgium are privileged, because they grow, 
if not very good coffee, at least plenty of it, much more 
than they need, so that they can export a sizeable proportion. 
This has a double advantage: first, they bring in some strong 
currencies, since the U. S. A, has become an important 
buyer of Robustas (approximately 120,000 tons yearly) ; 
secondly, it allows them to import Arabicas of fine quality, 
like those from Brazil and Central America, even those from 
the Far East. 

What is the position of the other countries? 

First, consider those which consume large quantities of 
coffee and do not grow any. 

This means U.S, 

Practically, this means only the U. S. A. We think that 
the U. S. A. will go on buying French and Belgian coffees 
as long as they are not more expensive than other Robustas, 
from Portuguese Angola or British East Africa, But the 
danger of too big a production of coffee in Africa does not 
leave the U. S. A. indifferent. 

Russia, which is now trying a little of our Robustas, is 
of course still an enigma. 

Secondly, consider the coffee producing countries, espe- 
cially Latin-America. 

We must not forget that 41% of the imports of 14 
Latin American countries is balanced by their coffee ex- 
ports. Coffee is vital to them. Will they be able to main- 
tain their outlets—already reduced by the poverty of Europe, 
the consignments system, and the competition of African 
coffees, which enjoy in their mother countries considerable 
privileges as to duties? 

Latin American producers, headed by Brazil, certainly 
have the asset of quality, and European consumers cannot 
easily do without. Our small tonnage of Arabicas, grown 
in the Cameroons, Guadeloupe, and the Belgian Ruanda- 
Urundi cannot suffice. Besides, Germany and Holland, great 
connoisseurs of fine coffee, would not do without them, 
unless forced to by crises. So Latin America should in no 
way suffer from the European Common Market. A higher 
standard of life in Europe might even add to the demand 
for very fine coffees. 

Besides, any impoverishment of Central or South American 
planters, brought on by the competition of African coffee, 
would hurt the export business of the U. S. A., which there- 
fore might not allow it. 

Other Robusta producers 

Then we have the other producers of Robustas, like Portu- 
guese Angola, with 90,000 tons; British Uganda, with 80,- 
000; Indonesia with 50,000. Up to now, these countries 
found an easy outlet in Europe, but they will come against 
the competition of French and Belgian coffees, sheltered 
by exemption from duties that can rise to 16%. Angola, 
Indonesia and Uganda will have to look elsewhere, prob- 
ably towards U. S. A., for an outlet—unless they bring 
down their prices enough, or they take to dumping, 
especially currency dumping. 

All this tends to show that theoretically France, and 
therefore Le Havre, are in a good position, as regards coffee 
in the new Eurafrican Block. She enjoys the privilege of 
being at the same time a big consumer and a producer. Re- 
member that French production was practically non-existent 
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“For some reason, even since | let Charlie decorate the 
kitchen, our coffee tastes wonderful . . ." 


in 1930, with 8,000 tons, less than 1/20th of what we 
need. Ivory Coast then exported 500 tons yearly; today 
she exports 100,000 tons, out of the 200,000 for the whole 
French Commonwealth. In 30 years, the progress has 
been astounding. 

However, the reign of the European Common Market will 
bring great changes, good for some and bad for others. 

While it has been decided that taxation on coffee will be 
left to each government, the duties are to be unified. What 
then of the “contingentements’” policy that has been in 
force in France since 1932? It seems that the import 
licenses will have to be unified first. Their suppression is 
not probable in the near future, even if currency is free. 
Limited by the use of import licenses, the free transfer of 
capital out of ‘‘Petite’’ Europe, would not upset the stability 
of money—on the contrary. 


Currency controls import licenses 


While control of currencies cannot exist without import 
licenses, the licenses can exist without currency control. This 
was the case in France from 1932 to 1936. 

The tariff protection decided by the Rome Treaty will be 
enforced little by little. One of the clauses even allows 
the import of foreign coffee without any duty at all. In 
France, colonial coffees actually enjoy a privilege of 20% 
ad valorem. lt is only after the 12th year that the tariff will 
be at the 16% goal, after the necessary adjustments in each 
country. We must note that in the Benelux countries, as in 
the U. S. A., no duty at all is exacted on coffee. 

As long as the tariffs are not unified in “Petite” Europe, 
control of the origin of goods will be necessary, in order 
to prevent its reexportation from a third country—for ex- 
ample, to insure that foreign coffees do not come into France 
under the disguise of the Belgian Congo or Netherlands New 
Guinea. 

As in other sectors, amalgamations and concentrations will 
be necessary to keep one’s end up against trusts, German or 
other. Our neighbors will be able to sell coffee freely, green 
or roasted, to any French customer, with all the help that 
publicity, presentation premiums, quality, prices and credit 
can give. 

With the free circulation of capital, goods and individuals 


15 





among the associated countries (after 44 years of barriers), 
our partners will have all facilities to establish themselves 
not only in France, but also in our African centers. We 
will be free, of course, to do the same with them, but the 
considerable stretch of country that we control, immense 
in comparison to our population, will bring much more ex- 
pansion to us than the other way round. Let us not forget 
that our associates, except Belgium, have lost practically all 
of what was once their colonies. One can ignore the Nether- 
lands New Guinea and the Italian Somaliland, which ex- 
port virtually no coffee. As to Surinam and the Dutch West 
Indies, they do not actually come into the associated terri- 
torie3. 

In spite of our important place as producer, the French 
coffee policy will have to be adapted to new circumstances, 
to meet with the approval of our partners. It will have 
to be done with great goodwill and comprehension on every- 
one’s needs. 

The international convention signed last January at Rio 
de Janeiro decided to bring propaganda to Europe. Pro- 
motion should be made easier by the Common Market, as 
i¢ will be more economical than if it has to be broken up 
for the six different countries. 

I would like now to refer to the Le Havre Exchange, 
which should benefit from the Common Market. 

The futures market, based on Robusta coffee, should draw 
European customers, professionals and speculators, all the 
more since money transfers will be free, and margins, profits 
and losses will be regulated every day by the Caisse de Com- 
pensation, without any of the complications inflicted by 
currency control. 


Straddles with New York 

It will, perhaps, be a step towards complete freedom of 
currencies to allow hedges and straddles with New York 
and, for Americans particularly, to operate without fetters 
in our option market. Le Havre would then have a chance 
of getting back, at least partially, its role of a big inter- 
national market, with a possibility of adding again a con- 
tract based on Brazil. 

To sum up, the number one problem, vital for France 
and above all for Le Havre, is to be able to fall in line, in 
free enterprise, with our European partners and competitors, 
and first of all with the Belgians. Instead of standing 
aga‘nst each other, should France and Belgium not be on 
the same side, in accordance with their common interests 
in coffee? 

What are the remedies that one can bring to the situ- 
ation? Here are a few thoughts... . 

In our French Commonwealth, we will have to lessen 
export taxes, reduce the rate of interest, increase the yield, 
improve quality and also keep order so as to encourage in- 
vestments. 

It would be desirable to abandon the fantastic systems 
of so-called “Efac currencies” and ‘‘coupling.”” In any case, 
the procedures which allow us to compete abroad with the 
Robustas of Africa or Indonesia will have to be abolished 
on our exports to Germany, Italy and Benelux. Indeed, if 
these exports are not submitted to the same rules as for 
France and North Africa, the coffee of our territories from 
overseas, bought by our Belgian, Dutch, German or Italian 
colleagues, could be sold back to France or Algeria, at a 
ptice much lower than those in effect between French firms 
and original exporters, which would be an absolutely impos- 


sible situation. 
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In the mother country, the harbor rates, too high in 
comparison to those of Genoa, Antwerp, Rotterdam, Bremem 
and Hamburg, must be revised, or else we will see our 
harbors losing some of their traffic in favor of transport 
by rail, road or waterways in the six countries. 

After a stage of interchangeability between the currency 
of the six countries, we will have to come to a united 
European currency with a general joint property of gold 
reserves, 

There is one more question. It is the necessity of doing 
away with controlled fixed prices on roasted coffee, which 
hobbles efforts to modernize the factories. 

Freedom to reexport 

We must also obtain complete freedom to reexport from 
France, an elementary liberty for which we have been wait- 
ing for years. The creation of a free harbor in Le Havre 
would be a great help. 

It is also urgent to bring French coffee policy in line with 
that which prevails in Africa. Reexportations from Le Havre, 
Marseilles, etc., permitted theoretically, are in fact impos- 
sible. 

More generally, we shall have to be more up-to-date, get 
rid of a sterile officialdom, and above all, loosen the net of 
regulations. 

Whether we wish it or not, whether we like it or not, 
we certainly are coming to an “Americanization” of Europa. 

Rather than wish for an immediate and genera! appli- 
cation of similar rules in the six countries, it would be better 
if every one of them would pick the best from its neighbors. 
But with demagoguery, one can fear it might be the other 
way around. 

We must also beware of saturation, of the overproduction 
that already threatens the Germans. Without disowning 
liberalism, we will perhaps need an European “brain trust” 
composed of economists and professionals who will have to 
study developments, in the hope of preventing periodical 
crisis and to reduce recessions. 

It remains to be seen if the Common Market will work 
out as it was conceived; if it is not already outgrown by the 
attempt of Great Britain, supported by Washington, to es- 
tablish a wider zone of free trade in Europe. This zone 
would comprise Austria, Denmark, Greece, Iceland, Ireland, 
Norway, Portugal, Sweden, Switzerland, Turkey, and of 
course Great Britain. Everything would then have to be 
thought out again. 

Our British correspondents seem to believe that this 
larger Europe is unthinkable without a France stabilized 
politically, economically and financially. 

We agree, though we also cannot forget the fears of the 
Commonwealth as to the competition of a strong Continental 
Europe. Our English friends must also realize that they can- 
not have all the advantages of the system without incurring 
the inconveniences. 

However, is it being too optimistic to imagine a “large 
Switzerland” on an European scale? 


Aunt Jemima promotion offers 
25¢ off on any coffee brand 

The Quaker Oats Co., makers of Aunt Jemima Pan- 
cake Mixes, is offering 25¢ off on any brand of coffee 
with the purchase of any of the three Aunt Jemima 
Pancake Mixes. 

The tie-in promotion is being backed by full page four- 
color ads in Better Homes & Gardens, Ladies Home Jour- 
nal and Sunset Magazine in August and September. 
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Stimulate your coffee sales 
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* Officially approved directions of the Coffee Brewing Institute 





Canco’s new ‘‘Kitchen Billboard” assures you of a captive audience repeatedly 
motivated to follow the instructions every time the consumer opens or closes 
a vacuum coffee can. A reminder which will not be misplaced. 





Folks who enjoy coffee at its very freshest, this unique chance to assure greater enjoy- 
thanks to Canco’s famous vacuum pack cans, ment of your brand—ai a CANCO-shared cost! 
will now enjoy it even more—brewed to per- 
fection according to the precise instructions Participation by the industry is rapidly 

on this new printed lid! Canco is offering this increasing—ARE YOU CONTRIBUTING 

lid at nominal cost as another service to its Oe 
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customers in the coffee industry. Don’t miss 
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Some of the 54 packages 
involved in the project. 
Drab brown kraft bags 
(left) are things of the 
past. Cans also are get- 
ting the face-lifting treat- 
ment. Family design and 
identifying colors follow 
through to shipping bags 
and containers. 


bright] 
face 
for 





institutionals 


new interest in good design for non-consumer packages is illustrated by General Foods 


program for Maxwell House coffees as put up for the restaurant trade 


Standout design for retail shelf packages is axiomatic, 
but until recently nobody seemed to care much about the 
appearance of industrial and institutional packages. 

Suddenly, it seems, all industry has become acutely aware 
of the promotional power of colorful brand identity on the 
package that goes only to the production line or the restau- 
rant chef and is demanding the best design skills to pro- 
duce such packages. 

So essential, apparently, did the Institutional Products 
Division of General Foods Corp. consider stepped-up, 
product-line identity that it commissioned its consulting 
industrial designers—one of the nation’s top firms—to 
redesign its entire line of packages for the hotel and res- 
taurant trade. The over-all objective was to create a family 
identity for all the varied products made by General Foods 
for institutional sale. 

A striking example of the first results which were achieved 
is the group of new institutional packages for the company’s 
Maxwell House coffees. 

Chief aims were to offer packages so attractive they would: 

Be the physical expression of the high quality of the 
coffee being contained. 

Be suitable for display where over-the-counter customers 
could see the packages and know immediately the coffee 
being served. 
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Make the institutional owner, manager, chef or person 
brewing the coffee aware of the fine product being used. 

Provide shipping containers that would assure instant 
recognition for each of the three Maxwell House blends. 

Now completed, the change-over affects 54 different 
packaged units, including redesigned coffee bags, litho- 
gtaphed cans, shipping bags and corrugated containers, 
filled and sealed in five roasting plants throughout the 
country. 

In addition to brilliant new packages that give new promi- 
nence to Maxwell House, the project demonstrates the out- 
standing economies and improvements that sometimes can be 
achieved when working with a design firm that delves deeply 
into engineering, merchandising and technical aspects to 
come up with desired surface effects. 

Studies made together with the paper and bag manu- 
facturer resulted in the development of a white, machine- 
glazed paper stronger than the natural kraft paper, with 
finer finish and generally better appearance at only a slight 
additional cost. Ingenious adjustments to existing bag- 
closing equipment, that now folds the tops of the bags to 
the back instead of the front, give neater and more attractive 
appearance to the printed faces of the bags. 

Once satisfied that the slightly more expensive white 

(Continued on page 41) 
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This article is from the presentation by Mr. King to the 
recent convention of the Southern Coffee Roasters Associa- 
tion. Mr. King is connected with the merchandising services 
that Ladies Home Journal provides to retailers and whole- 
salers across the country. But SCRA was familiar ground 
to him. Mr. King was associated for many years with coffee, 
in roasting, wholesaling and retailing. 


This thing we call merchandising — what is it? Does it 
mean more displays? Probably you think it means more 
special sales. To some it means related sales, or perhaps I 
should include ‘‘deals’’. 

The coffee industry is well known for its deals, and the 
attitude all too often is that deals help load the retailer with 
coffee in quantity. The old saying is, “If he has it, he'll 
sell it’. Perhaps there has been too much of that in the 
coffee business, but that kind of merchandising is the same 
old thing that you have been talking about for years. 


Mechanics of profit 


I am going to take you back to school. We are going 
to study the basic mechanics of profit, of how profits are 
made in the grocery business. 

Let's see how your merchandising program fits into this 
picture. I am not sure but what your long established policy 
of selling the grocer coffee on 30 days time is not outmoded. 
Yet is isn’t a part of my program to tell you how you should 
run your business. I can tell you, however, that ideas on 
profit and ideas on merchandising are changing and there 
are good reasons why. 

I have here a copy of a Super Valu study which was pre- 
pared by Progressive Grocer. It is a good example of what 
retailers and wholesalers are thinking about today. Studies 
like this are being taken seriously by the biggest chains and 
the best wholesalers, as well as efficient independent oper- 
ators. The Super Valu study is on the movement of mer- 
chandise in a voluntary group of stores, 12 stores selected 
from the Super Valu group in Minnesota. 

My prediction is that ideas of profit are going to change 
fast in the next few years. Operators are becoming serious 
about the profit they make on their inventory investment. 
They are becoming serious about the profit they make on 
each dollar invested in inventory. 

In order that you will have an idea of the significance 
of what I am going to be talking about. I want to set up 
a model store in figures. 
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the arithmetic of merchandising coffee 


Is it outmoded for roasters to continue their long-established policy 


of selling to grocers on 30 days time? Look at these figures... . 


By JOHN W. KING, Director of Grocery Merchandising 
Ladies Home Journal 






. It has $30,000 inventory at retail 
2. It does $50,000 sales per month, or $600,00 
per year 
3. It has $90,000 expenses per year, or 16% 
of sales 
4. The net profit is 3% 

Now, by using these figures, which are contained within 
every retailer's operating report, we are going to develop a 
very interesting story about coffee merchandising. 

First of all, by dividing inventory into sales, we see that 
our store has 20 turnovers a year. Then if we multiply the 
net profit by the number of turnovers, we see that our store 
is making a profit of 60% on its inventory investment. I 
show this merely to convince you, as well as retailers, how 
important an investment inventory actually is. It's the most 
important investment the retailer has in his business. 

But what about coffee? How does it. fit into this picture? 
Well, how much inventory of coffee should a retailer have 
to do $100 worth of business? It’s not surprising to me 
that no one has this answer. I don’t doubt that few people 
in the coffee business could tell anyone what a proper cof- 
fee inventory is, if coffee is to be priced in relation to 
turnover, and especially to provide a profit. 

But people in the coffee business are not alone in this 
problem. Few people can answer that, regardless of what 
they are selling. 

It is a very important question, which leads directly to 
your methods of selling and what you have to look forward 
to in doing business with a grocer of the future. 


Net profit on coffee? 


Net profit on coffee? Is there such a thing as net profit 
on coffee? My understanding is that canned coffee has an 
average gross profit of 6% on the selling price, and I am 
sure that 99 grocers out of 100 would tell you very quickly 
that they are losing their shirt on every pound of coffee 
they sell. Well, are they? Let's see if we can develop your 
coffee profit picture. 

Let's go back to our $600,000 a year store. The first 
thing I want to know here is what portion of sales are 
grocery sales and what portion are perishables. This is 
important, because while the overall ratio of the store is 
20 turnovers a year, we have to realize that the meat de- 
partment, which does 25% of the total sales, has at least 
6( turnovers a year on its inventory, and the produce de- 

(Continued on page 31) 
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coffee producers study 


preliminary draft 


of international pact, with export quotas 


The ferment of activity on an international coffee 
agreement continued without letdown last month, 

Out of it emerged: 

*A preliminary draft of the agreement, now being 
studied by producing countries. 

*A quota system for crop exports, also under study 
by the producers. 

*A grim warning by the Mexico Pact countries that 
they cannot continue to carry the burden alone. 

The preliminary draft of the agreement, developed 
by the 14 Latin American countries in the International 
Coffee Study Group, outlines a procedure for applying 
export quotas. It suggests October Ist, 1958, as the 
date for the agreement to take effect. 

Included in the draft are the suggested quotas for the 
1958/59 crop. The formula calls for Brazil to withhold 
40% of the exportable crop, Colombia 15% and other 
countries 10%. 

The committee of Latin American producers voted last 
month to remain in permanent session in Washington, 
D. C., to carry forward activities for the international 
coffee agreement. 

The committee is part of the overall “working group” 
carrying forward key discussions in the International Cof- 
fee Study Group. 

African coffee interests are also part of the “working 
group”. 

Consuming nations are participating in the Interna- 
tional Coffee Study Group. The United States, through 
State Department representatives, is taking a leading 
part. 

The crop withholding formula, said to have been pre- 
pared by Brazil, Colombia and Mexico, was presented in 
mid-July to the Latin American group. 

Several of the representatives requested time for study 
by their countries, It was expected that at a meeting 
of the Latin American group in mid-August, firm 
positions of these countries on the withholding formula 
would be stated. 

In the meantime, Dr, José Gutierrez Gomes, Ambassa- 
dor of Colombia to the U. S. and chairman of the Latin 
American group, named delegates to visit the Dominican 
Republic, Haiti and Peru to explain the overall situation 
in detail. 

The Colombian Ambassador is also chairman of the 
“working group”. 

The Latin Americans hoped that by mid-August the 
African producers would also have reached firm decisions, 
as a result of separate study of world coffee needs. 

A commitee consisting of representatives of Brazil, 
Mexico, Colombia, El Salvador and Costa Rica has been 
named to serve as a liaison group with the African pro- 
ducing countries and the U.S. Department of State. 
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A memorandum sent with the proposed retention 
agreement warned that internal criticism in producing 
countries which are part of the Mexico Pact has been 
based on the fact that other producing countries have 
not cooperated in the plan to maintain prices. 

As a result, the memorandum stated, the countries 
which have accumulated surpluses must declare that it 
will not be possible for them to shoulder the burden 
alone, especially in view of the size of the next crop. 


Without the participation of all the producing coun- 
tries in the world, the memorandum said grimly, coffee 
prices will drop to levels which cannot even be antici- 
pated. 


The preliminary draft of the International Coffee 
Agreement calls for a board of directors to estimate, 
each May, coffee requirements for the following coffee 
year, and to set the reserve quota of each country for 
that period. 


To prevent an imbalance in world markets, coffee ex- 
ports would be allocated to three or six month periods, 
as determined by the board of directors. The board 
would take into account market needs, traditional sys- 
tems and export conditions in each country. Brazil would 
maintain its usual export system. 


Reserve coffees would be used to increase consump- 
tion in each of the producing countries, to open new 
markets, to make up crop deficits, or to supply coffee to 
world markets, if demand justifies it. 


The reserves would be audited by an organization 
chosen by the board. 


Roasters back NCA “better brew” 


drive; most packages to carry 
approved instructions this fall 


Most coffee packages on food store shelves this fall 
will carry approved brewing instructions. 


National and regional roasters are backing the National 
Coffee Association's drive to win housewives to making a 
better cup of coffee. 


Instructions on the package, NCA feels, will give the 
housewife information on proper brew at the time she 
needs it most, when she is about to make coffee. 


Mrs. Consumer's attention can also be directed to better 
brewing through print media, NCA points out. The 
association has developed the slogan, “Good Coffee De- 
serves Good Brewing”. 


This slogan, and the brief message, “Follow the In- 
structions on the Package”, have been put into matrix 
form, for use by roasters in print-media advertising. 
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Marketing 
advertising . . . merchandising . . . promotion 


U. S. housewives bought 
more coffee in second 
quarter, survey shows 


The trend toward increased coffee buying by United 
States housewives continued during the second quarter of 
this year, with household purchases ahead 2.3% of the 
same period in 1957, the Pan-American Coffee Bureau 
reported. 

U. S. households used a total of 407.8 million pounds 
of roasted coffee, represented in both regular and instant, 
in preparing the family coffee. This compares with 398.7 
million pounds in the same quarter of 1957, according 
to a continuing survey made for PACB by the Market 
Research Corp. of America, 

The sales of cans and bags of regular roasted coffee 
continued the gain shown in the first quarter of this year 
and reflected an increase of 1% over the second quarter 
in 1957, Instant sales followed the levelling off begun 
this year and increased only 7.4% over the second 
quarter of 1957. 

Purchases of coffee in vacuum cans and bags totalled 
322.8 million pounds from April through June this year, 
slightly higher than the 319.8 million pounds in the 
same period of 1957. 

Instant coffee sales, represented in jars of two-ounce 





equivalent units, continued to show the same percentage 
of increase as in the first quarter. They were at 226.0 
million units, compared to 210.5 million during the 
second quarter of 1957. 


Big coupon push marks 75th year 
for Thomas J. Webb Coffee Co. 


The Thomas J. Webb Coffee Co., Chicago, is celebrat- 
ing its 75th anniversary with a $250,000 advertising cam- 
paign centered on a new can and 6,000,000 reduced-price 
coupons, 

The 12-week campaign got underway with the intro- 
duction of a new copper can, trimmed in white and blue. 
The coupons are placed inside cans of Webb coffee—good 
for 7¢ off the next can in the 1 Ib. tin and 15¢ off in 
the 2 Ib. tin. 

A color page in the Chicago Tribune, showed a woman 
with the new can proclaiming, “I was first.” The ad 
also ran in the other three Chicago dailies, as well as in 
several Wisconsin newspapers. 

Small space newspaper ads, seven painted bulletins, 300 
rear bus signs and spots on four radio and two TV sta- 
tions in Chicago are being used to promote the birthday 
drive and coupon offer. 

In some newspaper ads, women are asked to compose 
couplets beginning with the word “good” and describing 
Webb coffee. It is advertised as “the good, good good 
coffee.” Winners get their pictures in future ads. 


The company was founded in Chicago in 1883 by 
Thomas J. Webb. In 1954, it was purchased by the Con- 
tinental Coffee Co. 
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Sees surge in premium promotions this fall 
taking place of costly deals, cash discounts 


“A sharp increase in the use of premium promotions 
this fall” is forecast by Gordon C. Bowen, chairman of 
the Premiums Advertising Association of America, Inc. 

The association’s analysis of trends in the use of 
premiums was made in connection with the announcement 
of the PAAA-sponsored New York Premium Show, to be 
held at the Hotel Astor September 8th—11th, 1958. 


Mr. Bowen attributes the upcoming increase in the use 
of premium promotions to the decline of other, more 
costly forms of merchandising and sales promotion. 

“Deals, cash discount coupons, price-cutting and many 
other standard forms of sales promotion and merchandis- 
ing have become much too expensive fer results ob- 
tained,” he declared. ‘The flexibility of premium pro- 
motions, whether give-aways, self-liquidators or sales 
incentives, enables marketers to keep their costs in line 
with sales results.” 

Mr. Bowen said that “while the steady gain in premium 
use over the past three or four years brought the total 
volume of merchandise used for premiums and sales 
incentives above the $2 billion level last year, we have 
seen no great surge in premium activity comparable to 
the one to be expected this fall since the end of the 
Korean War.” 

The New York Premium Show is open to accredited 
representatives of premium-using companies and their 
advertising agencies. An attendance of more than 5,000 
executives of food, grocery products, supermarket, trading 
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One of the two posters being offered in full color by the American 
Bakers Association for use in restaurants. The size is 9/2" x 16!/2". 
The other poster has a “coffee and toast” theme. 


stamp, direct selling, appliance and other companies is 
expected at the show, 


Guif & South American Line adds freighter 
The Gulf & South American Steamship Co., Inc., New 


Orleans, has purchased an additional American-Flag C-2 
type freighter to run in conjunction with the line’s other 
vessels between U. S. Gulf ports and the West Coast of 
South America in Colombia, Ecuador, Peru and Chile. 

The newly acquired vessel is named Gulf Trader. 

“Joining the Gulf Merchant, Gulf Shipper, Gulf Bank- 
er and Gulf Farmer in the schedule, the Gu!f Trader will 
replace chartered tonnage and enable us to provide with 
all-owned vessels the 10 to 11 day service we have been 
maintaining on this trade route since the fall of 1956,” 
trafic manager Henry Giardina explained. 
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how a department store promotes coffee 





maybe these ideas would work in your area, too 


By MARTHA LUMMUS 


Department stores in the United States frequently seek 
to call attention to their wares and to create customer in- 
terest by staging rather elaborate promotional events built 
around a new fashion, a stylish color or even an appropriate 
product. Because of its widespread use and its importance 
in world trade, coffee has been the subject or several such 
promotions. 

Last year, for example, the Pan-American Coffee Bureau 
assisted the Woodward Stores in Vancouver, British Colum- 
bia, in staging a highly-successful event which highlighted 
Latin American and Canadian relations. Early this year, 
a similar promotion was carried out with Wanamaker’s, 
the largest store in Philadelphia. Recently the Bureau again 
cooperated with Richard's, a leading store in Miami, Florida, 
when it held its Second Annual Koffee Klatch. 

The idea for this event was originally developed in con- 
versations between the store and Bureau staff members. 
Designed as a salute to the coffee industry and to show the 
public different ways of making coffee, this year’s event 
was launched by a Continental breakfast in the store at- 
tended by Mayor Robert King High, of Miami, and consul 
generals of Latin American countries. 

To promote the Koffee Klatch, Richard’s used large ad- 
vertisements in Miami papers which said: “A good cup of 
coffee helps make good neighbors, we think — and so we 
dedicate our three-day Kofftt Klatch to becoming better 
neighbors with all our Miami friends and with our coffee- 
growing friends in Latin America. Come have a cup of 
coffee with us — let's get to know one another”. 

Guests were greeted at the Koffee Klatch by Miss Betty 
Rodriguez, Richard's Coffee Queen and Koffee Klatch 
hostess. 

One of the highlights of the promotion was the Bureau's 
photographic exhibit of how coffee is grown and processed, 
displayed in the store’s auditorium. In addition, coffee- 
brewing demonstrations were given by a home economist 
from the Florida Light and Power Co., and those attending 
were given copies of The Coffee Brewing Institute's booklet, 
“How You Can Make Good Coffee Every Time’, along with 
other recipes provided by the Bureau. 

Also featured was an aisle of flags of the Latin American 
coffee-producing countries loaned by Pan-American Airways; 
free coffee to all guests; a collection of famous coffee- 
makers; a prize of a coffeemaker for the best short essay on 
why coffee is a favorite beverage; a bean guessing contest; 
and special coffee products featured in the store restaurant, 
such as coffee, sodas, sundaes, cakes, etc. 

The owner of the coffeemaker collection is Charles 
Valenti, who operates a popular Italian restaurant in Miami. 
Mr. Valenti prepared espresso coffee for the opening break- 
fast at the store. 
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The National Coffee Association's color film, “The Magic 
Cup”, was shown opening day and at regular intervals 
during the Koffee Klatch in the store auditorium. 

As a special event, the Bureau’s film strip on coffee pro- 
duction was presented to Robert Turner, of the Dade County 
Board of Public Education, for use in public schools in 
Miami and the surrounding area. 

The Koffee Klatch generated much goodwill for coffee 
and for the store. Thousands attended during the three days 
and more than 5000 free cups of coffee were served. Excel- 
lent publicity appeared in the press, including a half-page 
story in a leading Miami newspaper which featured 12 
different ways to brew coffee, all based on PACB recom- 
mendations. 

The promotion also had international significance, as 
letters or telegrams of commendation were received from 
the Vice President of the United States, from U. S. Senators 
and members of the House of Representatives, from Latin 
American diplomatic officials, and many others. They 
commented on the importance of hemispheric unity and 
friendship and paid tribute to the role of coffee. 


Arthur Godfrey likes both coffee and tea, 
he explains in shift to Chase & Sanborn 


After more than a decade of promoting tea, Arthur 
Godfrey has switched to coffee. 

He is now sponsored 15 minutes a week on radio and 
television by Chase & Sanborn. 

Advertising Age says he explained the switch from 
tea to coffee in such a way that he sounded sincere about 
his new allegiance without appearing disloyal to his old 
one. 

“For 11 years, I sold Lipton tea,” Mr. Godfrey re- 
minded his CBS-TV audience. “I also drank it, and I 
still do; but during all those years, I also drank some 
coffee every day, because there are times when I like coffee 
and times when I like tea and I think most people feel 
that way. 

“As far as I'm concerned, Lipton is the best tea you 
can buy, and I think Chase & Sanborn holds the same top 
spot in coffee. 

“Now it just could be there may be some tea drinking 
friends of mine who don’t know how good Chase & 
Sanborn is. So my job is to try and convince those tea 
drinkers, as well as the coffee drinkers, that there just 
isn’t any better beverage than Chase & Sanborn coffee. 
And I'm going to do the best I can. It's as simple as all 
that.” 





Crops and countries 


coffee news from producing ereas 


Sharp increase in 1958/1959 
coffee crop predicted by USDA; 
50,000,000 bag exportables seen 


The first estimate of world coffee production by the 
United States Department of Agriculture's Foreign Agri- 
cultural Service for the 1958/59 marketing year is 58,- 
600,000 bags, which is 13% higher than the 51,800,000 
bags now estimated for 1957/58. 

World exportable production for 1958/59 is estimated 
at 50,000,000 bags, compared with 43,200,000 bags now 
estimated for 1957/58. 

Brazil alone is expected to have 5,000,000 bags more 
for export during 1958/59. 

Recorded exports of green coffee during the calendar 
year 1957 totaled about 35,700,000 bags, compared with 
38,000,000 bags in 1956. World exports in 1958 will 
probably be slightly above the 1957 level. 

North America is expected to produce 8,200,000 bags 
of coffee during 1958/59. This would be about the 
same as was produced in 1957/58. The 1958/59 season 
will be the “on” year in the two-year coffee cycle in Cen- 
tral America, and the “off” year in the Caribbean. 

Costa Rica had a record coffee crop in 1957/58, but 
the 1958/59 crop promises to be equally as good and 





probably a litle larger. Coffee farmers are said to have 
used considerably more fertilizer the past year, which 
should be beneficial this year. The Ministry of Agri- 
culture and Industries has initiated a campaign to con- 
trol fungus diseases in the coffee regions. 

The Dominican Republic's 1958/59 coffee crop will 
probably be down somewhat from the 1957/58 crop. 
Production in the Barahone-Bani-Ocoa area is expected 
to be less, while that in the Cibao region is expected to 
be more or less normal. 

Conditions were generally favorable for 1958/59 cof- 
fee in El Salvador during the flowering period. Prelimi- 
nary results of the coffee census now being conducted by 
the Direccién General de Estadistics Y Censos are ex- 
pected to be available in a few months. This census 
should provide a basis for estimating the coffee area, 
number and variety of trees, domestic consumption and 
related information. The only previous coffee census 
in El Salvador was in 1940. 

Guatemala had very good weather in 1957/58, and 
produced a record crop of 1,300,000 bags. 

Dry weather during the flowering period, especially 
in the highlands, reportedly hurt the 1958/59 crop some- 
what, so the crop is not expected to be quite as large as 
in 1957/58. Cultural practices are being improved in 
Guatemaia, and higher yielding varieties are coming into 
production, 

Weather for the 1958/59 crop has been favorable in 
many of the producing areas in Mexico, and this crop 
is now estimated at 1,650,000 bags. 


(Continued on page 26) 
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Developments among public feeding outlets 


New three-piece coffee urn battery 
introduced by Cecilware-Commodore 


A new three piece coffee urn battery has been intro- 
duced by the Cecilwear-Commodore Products Corp., New 
York City. The battery has a handsome exterior and 
improvements which “tend to make all older equipment 
obsolete,” the company said. 

Series '61 urns have a paneled construction which makes 
for an attractive appearance, but also adds extra strength, 
the company indicated, 

The urn has a coffee liner front drain, which does away 
with troublesome center connection fittings, Cecilware- 
Commodore explained, adding that this assures complete 
sanitation and “last cup” drainage. 

Other features emphasized by the company include: 

A gridded riser, for proper and consistent coffee brew- 
ing, in line with the method demonstrated by The 
Coftee Brewing Institute. 

A dial thermometer on each Series '61 boiler, to take 
the guesswork out of the brewing process. 

Self-closing, easy-to-clean faucets. 

Stainless steel construction, with welded seams. 
The three-piece battery, model DX3P933, has a coffee 

capacity of three gallons in each urn and eight gallons 
of water in the boiler. 


Leak-proof coffee urn announced 


by Superior Tea & Coffee Co. 


The Superior Tea & Coffee Co. Chicago, has an- 
nounced the development of a new leak-proof, burn-out 
proof coffee urn available in gas, steam or electric models. 

According to Earl Cohn, executive vice president, the 
new urn, which can be built to any specifications, is the 
result of a detailed research program initiated several 
years ago. 

“By utilizing a system of one-piece welding, entirely 
fused and welded—without soldering—we feel we now 
have the answer to a problem which has long plagued 
hotel and restaurant operators,” he said. 

Mr. Cohn indicated that the urn was subjected to ex- 
treme heat without water for 48 hours without the 
slightest show of damage. 

He lists other advantages of the urn as follows: 

1. It is easy to clean because it is stainless steel, in- 
cluding covers and collars. 

2. The urn can be de-limed in one-third of the time 
usually required for this procedure. 

3. The urn siphons automatically. All one has to do 
is set the water gauge glass at the proper level and the 
correct amount of water will automatically flow through 
the coffee grounds after the valve is opened. 

4. An automatic thermostat controls the temperature of 
the coffee. 

5. The urn comes with adjustable legs to correct 
height problems and compensate for uneven flooring. 

“We estimate that the new urn will increase the life 
capacity of this equipment two or three times that now 
achieved with ordinary urns,” Mr. Cohn said, 


AUGUST, 1958 


The Model DX3P933 
Series ‘61 urn an- 
nounced by Cecil- 
ware - Commodore 
Products Corp. It 
has a capacity of 
three gallons of cof- 
fee in each urn, 
eight gallons of 
water in each boiler. 


This 48-cup automatic 
electric percolator 
urn, made by The 
Enterprise Aluminum 
Co., Massillon, Ohio, 
retails for $39.95. 
Perking action stops 
automatically and low 
heat comes on to 
keep the brew serving 
hot. 


Says restaurant research guided 
design of new coffee maker line 


Restaurant research was the key in designing its new 
Vaculator “positive heat control” line of coffee making 
stoves, according to Jon Litz, vice president in charge 
of sales of the Hill-Shaw Co., as he unveiled the line to 
the company’s sales force. 

“We checked the owner, the manager and the operating 
personnel to learn what would make their jobs faster, 
simplier and easier,” Mr. Zitz said. “This new line of 
Vaculator electric coffee makers is the result.” 

Most distinctive feature, he indicated, it the ‘‘positive 
heat control” switch construction that permits the opera- 
tor to select the exact heat for brewing coffee; for keep- 
ing a full pot of coffee hot; or for keeping smaller quan- 
tities at the proper serving temperature. Each setting is 
easily visible. 

To permit accurate heat selection under high speed 
counter operation, each heat selection locks in place, so 
it can’t slide out or be knocked out of adjustment. 

Another major feature is the “E-Z-Lok” heating ele- 
ment, a refinement of Vaculator’s snap-in element. The 
“E-Z-Lok” is removable in seconds without touching the 
reflector cup or using tools to separate the element from 
the reflector cup. The simplicity of the “E-Z-Lok” is ex- 
pected to result in extremely low replacement cost and 
minimum service for the operator. 
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sharp increase in 1958/59 crop 
(Continued from page 24) 





Production in Chiapas is expected to be smaller as a 
result of the hurricane of November, 1957, in the Socon- 
usco district. 

Conditions in the Coatepec district of Veracruz are re- 
ported to be good for the coming crop, despite dry spring 
weather. 

Hawaii's 1958/59 coffee production is expected to total 
90,000 bags. 

This would be a sizeable increase over production for 
any year in the postwar period. 

South America’s 1958/59 exportable production is 
estimated at 32,700,000 bags, or 19.7% higher than the 
27,300,000 bag estimate for 1957/58. 

Brazil's exportable coffee for 1958/59 is estimated at 
25,000,000 bags—5,000,000 bags more than in 1957/58. 

The 1958/59 crop began maturing early, and the top 
producing states—Sao Paulo, Parana, and Minas Gerais— 
are all expected to have larger crops in 1958/59. 

Parana’s crop is expected to be almost double, as a 
result of recovery from frost and of new trees coming 
into production. Parana registered 4,700,000 bags during 
1957/58, but its production may have been larger, as 
a small amount is said to have been marketed in Sao 
Paulo. 

Of 1957/58 registrations, Sao Paulo had about 45% 
of the total, while Parana had 22.5% and Minas Gerais 
16.8%. 


Colombia's 1958/59 total coffee crop is estimated at 
7,300,000 bags, with an exportable production estimate of 
6,500,000 bags. 

The 1957/58 crop is estimated at 7,000,000 bags, with 
an exportable production of 6,200,000 bags. Some of the 
coffee-producing areas have been dry, but this is not ex- 
pected to reduce the crop. 

Ecuador and Venezuela will have slightly larger crops 
in 1958/59, while production in Peru is estimated at 275,- 
000 bags for 1958/59, the same as in 1957/58. 

As recommended by FEDECAME, Venezuela recently 
prohibited the propogation, cultivation and export of Ro- 
busta, Liberia and unselected varieties of Arabica, except 
for official or properly authorized private research. 

African coffee production is expected to increase sub- 
stantially in 1958/59 compared to 1957/58, when adverse 
weather reduced the crop in several areas. Exportable pro- 
duction is expected to rise 15.9% to an alltime high of 
9,200,000 bags. 

Dry weather in Angola will probably reduce the yield in 
some areas, but total outturn should be larger than last 
season because more trees will be bearing. 

The Belgian Congo and the Cameroon look for record 
crops in 1958/59, not only because it is an “on” year, 
but because additional trees are coming into bearing. 

French West Africa and Uganda had unfavorable 
weather during 1957/58, but prospects for 1958/59 seem 
very good, 

Tree conditions on the Ivory Coast are excellent, de- 
spite damage to young trees by twig borers. Govern- 
ment and trade officials are very optimistic about the 
crop. 
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“Mark my wor 


By MARK HALL 


RETIREMENT 


Man doesn’t live by bread alone. He needs his 
cake. He'll work hard for his bread, make a moun- 
tain of it, but if he doesn’t get some cake as he 
struggles along, he has that empty feeling. 

The cake of life is fellowship, fun, keeping busy, 
a goal, It is many things more, but to the hard- 
working breadwinner, that is what he misses when he 
retires. 

For every coffee man, taxes and retirement are in- 
evitable. There is something else, too, but why 
mention it here? 

Don’t look at retirement as the end. It should be 
the beginning, a new way of life. But nothing new 
was ever born without labor pains. 

Take warning from the many men who have re- 
tired, with plenty of bread to live on, but no cake. 
Wistfully, they return to the meeting places of their 
fellows, They feel out of place where busy men are 
working. 

As you worked hard to make the dough, work 
hard to have your cake and eat it after you have 
retired. 

Too thick an icing on your cake during your salad 
days might spoil your appetite for it after retirement. 

There is always something a man can do in his 
retirement. Don’t wait until you are a member of 
the “old timers club” before preparing for it. 

You could join with Eisenhower and learn to paint 
pictures, Or find some small business and nurse it 
along until it can stand on its feet. Maybe you can 
lean on it later. 

In retirement, your fun should be more in the 
mind, your hobbies a respecter of age, and your 
work without a quota. 

Get ready for it. 











More people buy coffee than 


any other grocery product 

More people buy coffee than any other food or grocery 
product. 

This dominance was disclosed by a national survey 
for Look Magazine by Alfred Politz Research, Inc. 

About 70,350,000 people bought coffee during a two- 
week study period. In second place was laundry soaps 
and detergents, with 61,050,000 purchasing; in third 
place, soft drinks, with 56,750,000. 

Of the coffee purchasers, 26,350,000 were males, 44,- 
000,000 were females. 
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NEW 
PACE-SETTERS 


| 
FOR SEASONAL, 
FAST-MOVING 
PROMOTIONS 


® 
Keeps food 
ae fresh-n-crisp! 
The Modern Food Humidor. Keeps dampness out— 
away from food—in all kinds of weather. Preserves 
foods for extended periods. Vinyl gasket on cover 
forms a perfect airtight seal for food ——, 
Cover opens and closes in a jiffy. Made of rustproof 
aluminum. Highly polished exterior. The Fresh-O- 
lator is one of the greatest sales producers among 
today's housewares. Catalog No. F-4. Suggested 
retail price $3.29 
eeoeeveesececoe 


NEW FULLY AUTOMATIC 


HOME PERCOLATOR URN 


24 cups in 20 minutes 








For house and patio parties, 
for rumpus room, club meet- 
ings, social functions of 
churches, schools and lodges 
—coffee-break periods in of- 
fices. 


Easy to use. Just fill with 
cold water, add coffee, and 
plug into ordinary 110-120 
AC outlet. Brewing is fully 
automatic. Perking starts in 
seconds and signal light in- 
dicates when coffee is ready. 
Current automatically switches 
to low heat—keeps coffee 
hot for serving. Dual thermo- 
stats prevent element from 
burning out even if plugged 
in dry. Uses only 1,000 watts 





12 to 24 cups 


high, 85 low. Large heat-re- 
sisting glass ‘Perc’ top. Six- UNDERWRITER'S 
foot attached cord. Catalog APPROVED 


No. AP-24. Suggested retail 
price $29.95. 


The ENTERPRISE Aluminum Co. 


MASSILLON, OHIO 


of Quality Aluminum 


Manufacturers 
Since 1912 


Cooking Utensils 
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Lower coffee prices marked 
start of economic crisis 
in Latin America, report says 


1957 brought lower coffee prices to U.S, and European 
consumers, but at the same time it also marked the be- 
ginning of the economic crisis now sweeping over Latin 
America, according to figures published in the 21st 
edition of the Pan-American Coffee Bureau’s handbook, 
“Annual Coffee Statistics’’. 

The handbook shows that downward pressure on the 
prices of Latin American coffee began early in 1957 
and continued unabated until October, when seven Latin 
American nations, meeting in Mexico City, set up an 
international program of export quotas. This reversed 
the decline in prices for a time, and brought about a 
measure of stability in the industry. 

The pressure on coffee prices came as a result of the 
likelihood of bumper crops, not only for the 1957-58 
crop year, which ended on June 30th, but for the forth- 
coming crop year, which began on July Ist. 

The lower prices for coffee in world trade were passed 
on to the consumer in 1957. At the beginning of the 
year, in January, the average price paid by the U. S. 
consumer was 97.4¢ a pound for regular coffee, and 
96.4¢ for four ounces of instant. By December, these 
prices had dropped to 86.5¢ for regular and 84¢ for 
instant. For the year as a whole, coffee was almost the 
only major food product whose retail price declined. 








Low prices were only one of the economic troubles 


faced by Latin America, the booklet points out. Sales 
also declined during the year, as the result of a static 
rate of coffee consumption and absorption of inventories 
abroad. 

Exports from Latin America to the world were 26,- 
158,000 bags of green coffee in 1957, down from 28,484,- 
000 bags in 1956. 

Africa, Asia and Oceania fared somewhat better in 
1957 than Latin America. Africa shipped 8,760,000 bags 
and Asia and Oceania 1,271,000 bags, both slightly more 
than in 1956. 

Some countries in Latin America had good enough 
exports and prices early in the year to give them total 
coffee revenues in 1957 equal to, or above, the year 
before. But by the end of the year, every Latin American 
producing country was running well below its 1956 rate 
of return. 

Brazil showed a heavy decline. During 1957, it re- 
ceived $845,531,000, as compared with $1,029,782,000 in 
1956. 

Total production of exportable coffee in the 1957/58 
growing year was estimated in April at 42,627,000 bags, 
a figure which has since been revised upward to 43,185,- 
000 bags. 

This is slightly less than the 43,670,000 bags produced 
in the record postwar year of 1955-56 but is 8,000,000 
bags more than the world produced for export in 1956- 
57, when production was sharply down as a result of 
the Brazilian frost. 
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Brazil's exportable production in the 1957/58 crop 
year amounted to 19,500,000 bags, highest in the world. 
Colombia's was second, totalling 6,200,000 bags. 

Coffee continued to be the single most important 
agricultural commodity in world trade during 1957 and, 
as always, it dwarfed all other farm imports or exports 
in the Western Hemisphere. Coffee is grown in com- 
mercial quantities in 14 Latin American countries and in 
the majority of these republics it is a main source of 
foreign exchange. In 1957 it earned 61% of the 
foreign-exchange receipts of Brazil; for Colombia the 
figure was 83%, for El Salvador 79%, for Guatemala 
76% and for Haiti, 64%. 

The steps taken by the coffee-producing countries to 
protect their most important export during the past 
year included the adoption of the Mexico City Agree- 
ment by Brazil, Colombia, Costa Rica, El Salvador, Guate- 
mala, Mexico and Nicaragua; the revision of internal 
and export regulations on the part of Brazil and Colom- 
bia; and the formation of the new International Coffee 
Organization, which took place in Rio de Janeiro in 
January, 1958. 

The purpose of ICO, now being set up, will be to 
expand coffee consumption through advertising and 
promotion in world markets, an extension of the pro- 
gram now being carried on by the Pan-American Coffee 
Bureau in the United States and Canada. 

Of the greatest significance, PACB’s booklet points out, 
is that the new world coffee organization is being sup- 
ported not only by Latin American coffee-producing 
countries but by African producing interests as well. 

“Any student of the world coffee situation,” the 
Bureau's booklet states, “must be mindful of the fact that 
a serious deterioration in the world coffee market would 
affect all producing countries. Eastern Hemisphere pro- 
ducers, with their cheaper Robustas, contemplating their 
happy experience of recent years, might be lulled into 
the feeling that they are in a protected position and the 
difficulties lie mainly with the producers of Arabicas. 
They would find, however, that their position is not 
impregnable under conditions of pronounced price de- 
clines”’. 


Martinson’s takes poster to food markets 
to dramatize debut in outdoor medium 

Martinson’s Coffee, Inc., New York City, saw to it that 
its first outdoor poster campaign made a real impression 
on the food trade. 

For two weeks preceding the start of the campaign in 
key New York and Connecticut markets, Martinson ran a 
teaser poster showing only a small cup of coffee with the 
caption, “Don't Settie for Flat Coffee.” 

Just before the full campaign started, Martinson represen- 
tatives joined with local outdoor company people to tour 
each market in trucks equipped on both sides with the new 
poster in full size. 

The poster trucks pulled up at the retail store, and after 
the Martinson team told the store manager about the forth- 
coming poster campaign, they invited him out for a “pre- 
view” of the new poster. 

Robert Misch, of Al Paul Lefton Co., Inc., Martinson’s 
advertising agency, said that ‘the combination of a well- 
thought out campaign, with a strong grass roots merchan- 
dising program, enables our outdoor program to start at 





full speed.” 
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Centrifigal clarifier used for coffee 
extract in Harrison Coffee plant 


Coffee extract is being clarified by a Westfalia model KG- 
10006 in the production of soluble coffee at the plant of 
Harrison Coffee Corp., Paterson, N. J. 


In many modern instant coffee plants, centrifugal clarifiers 
of this type are processing the rich extract prior to spray 
drying, according to Centrico, Inc., Englewood, N. J., dis- 
tributors of the clarifier. 

Utilizing a unique high-efficiency two-chamber bowl, 
which allows solids to be removed in stages according to 
size and specific gravity, the Westfalia KG-10006 clarifier 
has a capacity up to 1000 ghp, eliminates liquid loss, and 
has all liquid contact parts made of stainless steel, it was 
explained. Effluent is discharged foam-free by a built- 
in centripetal pump. 

Since it eliminates the need for slow-acting settling 
tanks, the clarifier increases processing speed and makes 
possible more advantageous use of floor space. With 
greater amounts of undesirable solids removed by the 
clarifier, the spray drier functions more efficiently, Centrico, 
pointed out. 


The Westfalia clarifier also removes undesirable oil, which 
filter presses and settling tanks are unable to take out. 


The Westfalia clarifier in the Harrison Coffee Co. plant. 


The clarifying process, it was stated, gives an improved 
instant coffee, which easily dissolves in hot water without 
leaving a ring, or sediment in the cup. 

Westfalia Centrifugal Clarifiers are also used for tea 
extracts. 


Goodwin joins sugar group 

Robert D. Goodwin, director of press relations for the 
Pan-American Coffee Bureau, resigned recently to join 
Sugar Information, Inc., as coordinator of advertising 
and public relations. 





THE BEST MILD COFFEES IN 
THE WORLD WHICH ARE 


MILD COFFEES 


y 
pr tot 
s! | ae 
| Mas 


UW 


ES 


PRODUCED IN: 


OIE, 


COSTA RICA +| CUBA - 
DOMINICAN, REPUBLIC - 


ECUADOR - EL SALVADOR - 


GUATEMALA + HAITI - 


HONDURAS - MEXICO + NICARAGUA - 


PANAMA - RERQU - 


PUERTO RICO.+ VENEZUELA 


] 


\\4 








ADDRESS: FEDECAME + 860X 739 


FEDECAME « (FEDERACION CAFETALERA DE AMERICA) ‘ 
¢ SAN SALVADOR, EL SALVADOR, (.A. 











the arithmetic of merchandising coffee 
(Continued from page 19) 





partment, which does 10% of total sales, has about 100 
tu*novers on inventory. So the first thing we should do 
is take perishables out of sales: 25% of $600,000 is $150, 
000, and that represents our sales of fresh meats; 10% of 
$600,000 is $60,000 and that represents our sales of fruits 
and vegetables. Together they total $210,000. 


To take meat and product out of inventory is simply to 
divide 60 into $150,000 which shows that our meat in- 
ventory is $2,500. Then divide 100 into $60,000 and we 
see that our produce inventory is $600. Together these two 
inventories add up to $3,100, and when we deduct that 
from the $30,000 inventory, we find that our actual grocery 
inventory is $26,900. 

Now the interesting development here is that by dividing 
$26,900 into $390,000, we come up with a figure of 14.5, 
which means that our efficient grocery store operation has a 
turnover ratio of 14.5 times a year in the grocery depart- 
ment. This comes as a sort of shock to grocers, yet it is 
a very realistic figure and compares almost identically with 
the turnover record of the Super Valu study. It puts a 
completely new light on grocery profits. I am not, however, 
going to talk any further on that subject this morning. 


Per dollar of inventory 


What I want to taik to you about is the responsibility per 
dollar of inventory. This is a very simple figure to develop, 
yet it tells an amazing story. It should be very important 
to you people in the coffee business, because you are work- 
ing with a short profit item and have never given turnover 
much consideration, 

The overall expenses of our store are $90,000, and I am 
going to arbitrarily reduce these expenses by the amount 
of meats and product volume, or 35%. As a matter of fact, 
I am simply going to reduce the $90,000 expense by one 
third, to $60,000. 

By dividing $26,900 into $60,000, we come up with a 
figure of $2.23, which is the amount that each dollar of 
inventory must earn per year just to pay expenses. Now to 
reduce that to a weekly figure, simply divide $2.23 by 52, 
— and here is one of the great secrets of merchandising 
arithmetic! In our model store, each dollar invested in 
inventory must earn 4.3¢, or 4.3% each week just to pay 
expenses (4.3¢ and 4.3% are the same because we are talk- 
ing about one dollar of inventory). 


Coffee’s profit 


If an item turns over once every week, the cost of selling 
that item is 4.3%. Now here's the important connection 
with coffee. Can coffee pays 6% gross profit. And we in 
the retail grocery business are told that it is not profitable! 
Yet, if it can be bought and sold every week, it would 
show the grocer a profit, because 4.3% deducted from 6% 
would leave 1.7% net profit. On instant coffee, the record 
would be even better, because the average gross profit is 
about 12%. 

So, and this is a great big SO, coffee has to be sold on 
a weekly basis if a grocer hopes to make a profit on it. 
From my conversations with several of you, I learn that 
chain stores are demanding that you service them once each 
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COFFEE VACS 


Gas or Electric 


Acclaimed everywhere for their 
performance and low, low cost! 


4S7E (electric) — 200 cup capacity per 
% hour. Fcur high speed Chromalox solid 
; heating units with recessed element 
457E cups. Individual hi-lo switch control. 
Total wattage, 2140. I4//," wide, 1214" 
257E (electric) — 100 cup ca- high, 174" deep. 
pacity per hour. Two high 
speed, compact Chromalox solid 
heating units. Individual switch 
control for all heats. Total wat- 
tage, 1070. 16" wide, 8'/." deep, 
5" high. Satin-chrome finish. 
Also 2, 4, and 6 gas and elec- 


tric units. Write for prices 
and complete information. 
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week, and I gather you feel that the chain is imposing an 
unreasonable demand on you. 

I think this clearly shows that the chain is way ahead of 
you in its thinking about profit. I certainly do not hold 
that you can easily conform to this concept of profit. but 
I do hold to the fact that the grocer is entitled to a profit, 
and as long as coffee is sold on a gross margin of 6%, you 
have to seriously consider a way of allowing coffee to earn 
a reasonable profit for the grocer. 

If you hold to the consistent 30 day supply of coffee 
basis, it only means that at the end of the second week, the 
grocer is losing money on his coffee, because the 4.3% 
goes on week after week after week. At the end of four 
weeks, he has lost over 11%. Instant coffee isn’t quite that 
bad. Yet on this same way of figuring profit, instant coffee 
begins losing money at the end of the third week. 

Everyone today is aware of the fact that salesmen have 
to serve a useful purpose in their many contacts with re- 
tailers. What better way can this be done than by having 
salesmen who can sit down and talk intelligently with their 
customers about the real facts of coffee merchandising, — 
at a profit? 


New “B” and “M” contracts start 
on New York Coffee & Sugar Exchange 


Trading began this month on new “B” and ‘“M” con- 
tracts on the New York Coffee & Sugar Exchange, after 
a voce of approval by the membership, 

Trading in the new contracts started August Ist for 
deliveries in December, 1958, and thereafter. 

The new “B” contract, which has Santos Coffee (Strictly 








Soft) as a basis, includes differentials for: 1. Soft—so 
points to be deducted; and 2, Softish—200 points. 

Delivery on the new “M” contract will permit 10 full 
imperfections below type at 5 points penalty for each 
full imperfection in the case of Colombian Type Usual 
Good Quality Excelso (or better) and 10 points penalty 
for each full imperfection in the cases of Mexican Type 
Washed (or better), Salvador Type Standard Central 
Washed (or better), and Guatemala Type Washed (or 
better). 

Both of the new contracts include variable differentials 
and provide that the Committee on Coffee may meet on 
the last trading day of each active delivery month to de- 
termine whether it is necessary to change the differentials. 


Jacobi, Delapena named directors 


by Jabez Burns & Sons, Inc. 

Herbert J. Jacobi and Harvey V. Delapena have been 
appointed to fill vacancies on the board of directors of 
Jabez Burns & Sons, Inc., it was announced by J. L. 
Robinson, president. 

Herbert J. Jacobi, who has served as general counsel 
to Jabez Burns & Sons, Inc. for a number of years, is a 
partner in the law firm of Wickes, Riddell, Bloomer, 
Jacobi & McGuire. 

Harvey V. Delapena is vice president and director of 
Grace National Bank. 

The eight-man Burns board is now composed of five 
employees and three non-employee members, the third 
non-employee member, investment counsel A. Vere Shaw, 
having been elected in 1953. 





Get and hold 
Iced Coffee 
customers with 
this terrific 

private label 
EXCLUSIVE! 


Offer your summer customers the only 
crystalline instant coffee that dissolves 
instantly and fully in ice water for quick, 
effortless delicious iced coffee! They'll love 
it—and come back for moreall year round! 


AND ONLY HOLIDAY CAN GIVE YOU 
ALL THESE OTHER ADVANTAGES, TOO! 


1 Finest instant coffee produced and available in 2, 4 and 6 ounce jars. 
2 Decaffeinated instant coffee also available for your own private label. 
3 The large 6 ounce jar can retail at 79¢ and still make money —not a loss 


leader! 4 Stock labels available. 5 THE ONLY COFFEE MANUFACTURER 
IN THE WORLD THAT CAN OFFER YOU EITHER CRYSTALLINE OR 


SPRAY-DRIED COFFEE. 










Log 


10 MINUTES 


SEND FOR FREE SAMPLE! 


Crystalline Holiday instant coffee is pic- 
tured at the left. The other glass contains 
a typical spray-dried instant. Note how, 
after even 10 minutes, the other instant is 
still undissolved ~ while crystalline Holi- 
day is fully dissolved — without stirring — 
in less than 30 seconds! Write for free 
sample on your business stationery. 


Holiday Coffee Corp., Walpole, Mass. 
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coffee by-products 


(Continued from page 10) 





The resulting charcoal yields from these tests are com- 
parable to that obtained from hardwoods; however, the 
yields of acetic acid are considerably higher. 


Preliminary examination of these charcoals showed them 
to be free of volatile matter, as well as non-corrosive to 
store. Further testing to determine heat of combustion, 
as well as briquetting qualities, are needed. 


Another possibility of using this coffee by-product is 
as supporting media in the processing of vinegar(9). 

In the processing of vinegar in the “automatic vinegar 
generators’ of the Fring’s type, packing, or the bacterial 
supporting medium, is most important. The latter de- 
termines the availability of bacterial mass, which acts as a 
catalyst to hasten the oxidation of alcohol to acetic acid 
and therefore influences the rate at which the conversion 
takes place. 

It is essential that the carrier should impart no unde- 
sirable odors and flavors to the vinegar. The material 
should be thoroughly washed with water and, in some 
cases, with vinegar, before it is used in the generator. 
It must also permit good contact between the organisms, 
minimize channelling and present a good surface to be 
exposed to the bacterial film. 

Generally, beechwood shavings, coke, pine and oak 
shavings, corncobs and rattan are used. Properties and 
possibilities of these packings have been thoroughly 
studied by Wunstefeld(10) and Wisthoff, Allgier and 
Hilldebrandt(11), all interested in commercial produc- 
tion of vinegar. 

Experiments were carried out at the Research Center 
of this College, connected with investigation of the 
possibilities of producing specialized vinegars from local 
fruits, and common ordinary spirit of vinegar for pickling 
purposes, by direct conversion of cane alcohol, The lat- 
ter is produced in large quantities in the island, 

Spirit vinegar involves only oxidation of ethyl alcohol 
to acetic acid. Under certain conditions, the ethyl alco- 
hol is converted to a fairly pure solution of acetic acid. 
This acetic acid is subsequently used in the production of 
acetate esters. 

In that fermentation of wine and fruit juices there are 
present nutrients which permit the active growth of the 
acid forming organisms. Distilled alcohol has a very 
small amount of these, and therefore in some cases it 
must be fortified with some nutrient solution. Com- 
mercial houses prepare a special grade of alcohol suitable 
for this purpose. There is quite a difference, especially 
in aroma, from cane alcohol and the alcohol distilled 
from other sources, like grains, probably due to the im- 
purities, such as acids and esters, remaining from the 
natural source, 

Experiments were performed, varying the conditions 
of samples of ethyl alcohol subjected to acidification, and 
using coffee hulls as a vinegar packing material. 

A general conclusion of the experiment was the fact 
that coffee hulls could be successfully used as a supporting 
medium in the processing of vinegar, since they have 
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YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is 
yours for the asking. Merely fill out the coupon and 
mail. 


8—cranutators 

This four-page bulletin with pictures and specifi- 
cations on a new line of coffee granulators. The 
bulletin describes capacity and dimensions, special 
finishing rolls, operation and maintenance, replace- 
ment heads, etc. et Burns & Sons, Inc., 11th Ave. 
at 43rd St., New York City. 


9 smopern FILLING MACHINES 

A four-page illustrated folder describes a complete 
line of modern filling machines and packaging ma- 
chinery for virtually any of your needs. Stokes & 
Smith Co., 4962 Summerdale Avenue, Philadelphia 
24, Pa. 


10—ven BATTERIES 

This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be “as modern as 1961." Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute, Cecilware-Commodore Products Corp., 199 
J afayette Street, New York 12, N. Y. 


1] —rackacinc EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
illustrated folder. Machines range from wrappers to 
cappers, from bag makers and fillers to grinders. 
Union Standard Equipment Co., 318-322 Lawayette 
St., New York 12, N. Y. 


12—new COFFEE COOLER 

Detailed information about a new coffee cooler 
is given in Bulletin 902, available from the B. F. 
Gump Co., 1325 S. Cicero Ave., Chicago 50. The 
Ideal Vertical-Twin Coffee Cooler has a compact ver- 
tical design, and is said to cool a full four-bag batch 
of coffee to room temperature in less than three 
minutes. 


13—srore GRINDER 

This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company's regular Grindmaster, featured for the past 
four years. Seay is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name. 
American Duplex Co., 815-827 West Market St., 
Louisville 2, Ky. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
Please send me the booklets whose numbers I have 
checked: 
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better properties than other materials commonly used. 
Its advantages over other common materials used for 
packing are as follows: 

1. They have a greater surface area and thus accelerate 
fermentation. 

2. They contain from 1-3% acetic acid, which elimi- 
nates initial acidification of the alcoholic media. 

3. They do not need washing to remove undesirable 
odors and flavors. 

4. They supply media for acetic acid bacteria. 

5. They are tasteless. 

Vinegar could be produced by alcoholic conversion at 
a very low cost, Distilleries could take advantage of this 
and produce vinegar, using coffee hulls as a commercial 
packing. 

Chemical composition as well as possible uses of coffee 
mucilage will be discussed in a subsequent publication. 
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Cain's Coffee Co., Oklahoma City, 


buys Manhattan Coffee Co., St. Louis 


Cain’s Coffee Co., Oklahoma City has purchased the 
Manhattan Coffee Co., St. Louis, from the General Gro- 
cery Co. in a multi-million dollar deal, it was disclosed 
by William Morgan Cain, chairman of the board of 
Cain’s. 

Mr. Cain did not reveal the exact purchase price, but 
he reported the combined sales volume of the two com- 
panies will make Cain’s one of the nation’s top dozen 
coffee roasters. 

The newly acquired company will be operated as a 
wholly owned subsidiary, Mr. Cain said, and no changes 
of personnel are anticipated at the present time. 


Dana Brown will continue to head Manhattan Coffee. 


Mr. Cain also said no changes in brand names are 
contemplated. Manhattan Coffee's major brands are 
Manhattan and Dining Car Coffees, while the parent firm 
features Cain's Coffee. 

Commenting on the purchase, Mr, Cain said, “We feel 
extremely fortunate in being offered the opportunity to 
purchase a coffee roaster and importer with the size and 
reputation of the Manhattan Coffee Co., which is one of 
the foremost in the nation. 

“Manhattan has two brands of coffee which enjoy as 
prominent a sales position in the metropolitan St. Louis 
area as our own brand does in the area served by Cain's 
Coffee. 


“The increased volume of our joint operation will give 
us greater purchasing power, which will, in turn, enable 
us to serve the customers of both companies even more 
efficiently than in the past.” 


Folger controller named 


J. Lowell Johnson, controller, J. A. Folger & Co., has 
been elected a director of the Kansas City Control of the 
Controllers Institute of America. 





reeve angel 
FILTER PAPER 


H. Reeve Angel & Co., 52 Duane St., New York. 
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Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 













Ports and dates are subject to change, Hellenic—Hellenic Lines Lid. Abbreviations for ports 
























should exigencies require. Moreover, lines Hol-Int—Holland-Interamerica Line ili Aeliasile: dised 
may schedule sailings not shown in this Independence—Independence Line mbic ports 
schedule. Isthmian—Isthmian Lines, Inc le aca 
epi ’ . o—Boston 
Abbreviations for lines JavPac—JavaPacific Line CC—Corpas Christi 
Abl Trans Car—Ahblmann Trans Carib- Lawes—Lawes Shipping Co., Inc. Ch—Chicago 
bean Line ll — eiro Ps ne gy 
Alcoa—Alcoa Steamship Co. YRES——-LeYRES LINES Cl—Cleveland 
Am-Exp—American Export Lines Maersk—Maersk Line Detroit 
Am-Pres—American President Lines Mam—Mamenic Line : Ga—Galveston 
Arg-State—Argentine State Line Mormac—Moore-McCormack Lines, Ine. Gulf ports 
Am-W Afr—American-W est African Line Nedlloyd—Nedlloyd Line Ha—Halifax 
Aan African Line Nopal—Northern Pan-American Line FR ses we 
Barb-W’n—Barber Wilhelmsen Line Norton—Norton Line R— “ene? Roads 
Barb-Frn—Barber-Fern Line PAB—Pacific Argentine Brazil Line fis Paes le 
Barb-W’ Afr—Barber-West African Line PacPar—Pacific Far East Line, Inc. MI_M : . we. g ” 
eile Diamond Steamship Co. PacTrans—Pacific Transport Lines, Inc. yo DR Mobile 
~ eS z= vad Pioneer—American Pioneer Line NO—New York 
p Artie iy se eo PTL—Pacific Transport Lines, Inc. Nf—Norfolk 
Oe Sau Neorg ne amine aubasated R Neth—Royal Netherland Steamship Co. NN—Newport News 
Pee F Robin—Robin Line Pa—Phil. ’ elphia 
’ o Lines Po—Portland 
BY : Royal Inter—Royal Interocean Lines 
Deszfar-eoaient ints SCross—Southern Cross Line PS—Puget Sound 
Ell-Buck—Ellerman & Bucknell $.S. Co. ogee Sa—Savannah 
Parrell—Farrell Lines pp ee apr gon lg SD—San Diego 
ase ; Swed-Am—Swedish American Line : 
Grace—Grace Line ete iggy ag oe SF—San Francisco 
Granco—Transportadora Gran : ; , Se—Seattle 
Colombiana, Lida. UFruit—United Fruit Co. St. Jo—Saint John 
Gulf—Gulf & South American Steamship W es-Lar—W estfal Larsen Co. Line Ta—Tacoma 
Co., Ine. Yamashita—Y amashita Line Va—Vancouver 
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SHIP LINE DUE SAILS SHIP LINE DUE 


9/13 Marna UFmit 09/19 NO9/21 
9/16 Elsie Winck UFruit NY9/28 


SAILS 
ABIDJAN 































8/10 AfrGlade Farrell «= NYB/26 
8/22 Del Alba Delta N09/8 
9/2 irima Bi-Dia 809/17 NY9/19 
9/11 Afr Pilgrim Farrell. = NY9/26 BARRIOS 
9/12 DelCampo Delta —N09/29 8/10 Lemoa UFruit 08/14 NO8/17 
9/25 Afr Pilot Farrell NY10/11 8/11 Trotleggen UFruit NY8/18 
10/2 Loudima Bi-Dia 8010/17 NY10/19 8/11 Lowland Lawes NY8/20 
10/3 Del Monte Delta N010/20 8/16 Leon UFruit 08/20 NO8/22 
10/15 Afr Glen Farrell’ NY10/31 8/17 Verdande Lawes. NY8/27 
10/28 Afr Glade Farrell, | NY11/13 8/18 JytteSkou  UFruit NY8/25 
8/24 Candida UFruit Ho8/28 NO8/31 
8/25 Arctic Tern © UFruit NY9/1 
AMAPALA 8/25 Highland Lawes NY9/3 
8/20 Texita UFruit ¢r°8/23 8/30 Lempa UFruit Ho9/3 NO9/5 
9/3 Texita UFruit Cr°9/2 9/1 — Trotleggen UFruit = NY9/8 
9/1 Lowland Lawes NY9/10 
9/6 Leon UFruit 09/18 NO9/21 
ANGRA DOS REIS 9/8 JytteSkou § UFmit NY9/15 
sili el ae eee 9/14 Candida UFruit 09/18 NO9/21 
aT sau so ee 9/15 Arctic Ten  UFruit NY9/22 
9/18 Del Mundo Delta ~—NO10/6 SS eee ee 
9/25 Det Rio Delta 010/13 ee a ee 







9/27 Leon UFruit Hol0/1 N010/3 





BARRANQUILLA 












8/12 Copan UFruit NY8/24 CORINTO 

8/16 Mama UFruit 08/22 N08/24 8/11 €ElSalvador Mam = H08/22 N08/29 

8/19 Elsie Winck UFmit NY8/31 8/16 Managua Mam NY8/28 

8/26 Christiane UFruit NY9/7 9/1 Honduras Mam = ==- NY9/13 

8/30 Jersbek UFruit 09/5 N09/7 9/14 . Costa Rica Mam = H09/25 NO10/2 
9/2 Loviand UFruit NY9/14 10/2 Managua Mam = HolG/13 NO10/20 rf 
9/9 Copan UFruit NY9/21 10/3 ElSalvador Mam NY10/15 ' 








AUGUST, 1958 


















SAILS SHIP LINE DUE SAILS SHIP LINE DUE 






















CORTES 9/10 Lombok Nedlloyd NY10/3 LA19/2) SF10/26 Poll/2 Se11/9 = 
aria “‘Teeleeeen urek evens 10/6 Sarangan Nediloyd NY10/29 LA11/17 $F11/21 Pol1/27 one 
8/13 Lowland Lawes NY8/20 

8/13 Leon UFruit 08/20 N08/22 

8/19 Jytte Skou UFruit NY8/25 

8/19 Verdande Lawes NY8/27 DOUALA 

8/21 Candida UFruit Ho8/28 NO8/31 8/19 Irima BI-Dia 809/17 NY9/19 

8/26 Arctic Tern UFrmit NY9/1 8/24 Tatra Am-WAfr USA9/30 

8/27 Lempa UFmit Ho9/3 NO9/5 9/9 Tana Am-WaAfr USA10/15 

9/2 Trolleggen =: UFruit_ | NY9/8 9/19 Loudima Bi-Dia 8010/17 NY10/19 

9/3 — Leon UFruit Ho9/10 NO09/12 9/30 Ferngrove Am-WAfr USA10/31 

9/3 Lowland Lawes = NY9/10 10/9 Afr Glade Farell NY11/13 

9/9  Jytte Skou UFmit NY9/15 

9/11 Candida UFruit 09/18 N09/21 

9/16 Arctic Tern UFmit NY9/22 

9/17 Lempa UFruit 09/24 N09/26 LAGOS 

9/23 Troileggen UFmit NY9/29 8/19 Tatra Am-WAfr USA9/30 

9/24 Leon UFruit Hol0/1 NO10/3 9/4 Tana Am-WAfr USA10/15 






9/25 Ferngrove Am-WAfr USA10/31 





CRISTOBAL 
LA LIBERTAD 






















8/11 Choluteca UFruit NY8/18 
8/13 Marna UFruit Ho8/22 NO8/24 8/12 Managua Mam NY8/28 
8/27 Lempa UFmit H09/5 N09/7 8/18 Texita UFruit Cr°g/23 
9/10 Marna UFruit 09/19 NO9/21 8/28 Honduras Mam NY9/13 
9/1‘ Texita UFruit Cr°9/6 
9/10 Costa Rica Mam Ho9/25 NO10/2 
DAR es SALAAM 9/28 Managua Mam  Hol0/13 NO10/20 
8/15 Afr Lightning Farrell 809/15 NY9/17 9/29 ElSalvador Mam NY10/15 
8/18 Stella Lykes Guilf9/21 
8/31 Lombok Nedlloyd NY10/3 LA10/21 SF11/2 Poll/9 Vall/2 
9/15 Afr Crescent Farrell Bol0/7 NY10/9 LA UNION 
9/26 Saranga Nediloyd NY10/29 LA11/17 $F11/21 Poll1/27 wer S/14 tenegn ies ny8/28 
8/17 Texita UFruit Cr8/23 
10/19 Afr Moon Farrell Boll/14 NY11/16 8/30 Hone Mam NY9/13 
8/31 Texita UFruit Cr°9/6 
9/12 Costa Rica Mam H09/25 N010/2 
DJIBOUTI 9/30 Managua Mam Hol0/13 N010/20 






8/22 Samarinda Nediloyd NY9/12 LA9/30 SF10/5 Pol0/11 Sel0/17 Val0/20 10/1 El Salvador Mam NY10/15 









TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 
Regular weekly sailings 






















WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 





MISSISSIPP] SHIPPING COMPANY, INC, x NEW ORLEANS 


NEW YORK — CHICAGO ine 
WASHINGTON — ST. LOUIS 4 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Praca da Republica 87 
ABIDJAN & DOUALA 

Union Maritime et Commerciale 
LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 
MATADI 

Phs. Yan Ommeren (Congo) S$.C.R.L. 



























COFFEE & TEA INDUSTRIES and The Flavor Field 















































8/10 





9/29 


8/14 
8/28 






RIO 


8/14 
8/17 
8/17 
8/20 









SAILS 


MATADI 








AUGUST, 


LINE 


SHIP 





LIMON 

8/11 Marna UF ruit 
8/16 Copan UFruit 
8/23 Elsie Winck UFruit 
8/25 Jersbek UFruit 
8/30 Christiane .. UFmit 
9/6 —_ Loviand UF ruit 
9/8 Marna UFruit 
9/13 Copan UFruit 
9/20 Elsie Winck UFruit 
LOBITO 

8/18 Marchovelette B-Afr 
9/1 _—s Afr Pilot Farrell 
9/16 Afr Pilgrim Farrell 
10/6 Afr Glenn Farrell 
LUANDA 

8/10 Lukala B-Afr 
8/24 Marchovelette B-Afr 
8/30 Afr Pligrim Farrell 
8/30 Del Campo Deita 
9/16 Afr Pilot Farrell 
9/20 Del Monte Deita 
9/30 Afr Gien Farrell 
10/1 Afr Glen Farrel/ 
10/16 Afr Giade Farrell 


8/27 Del Campo Delta 
9/2 Afr Pijot Farrell 
9/9 Afr Pilgrim Farrell 
9/17 Del Monte Delta 
10/7 Aft Glen Farrell 
10/12 Afr Glade Farrell 
MOMBASA 





Afr Lightning Favre! 


8/15 Samarinda Nedlloyd 
8/25 Stella Lykes 
9/5 Lombok Nedlloyd 
9/9 Afr Crescent ‘Farrell 
10/1 Sarangan Nediloyd 
10/18 Afr Moon Farrell 
PARANAGUA 

8/11 Del Mar Deita 
8/12 America Lloyd 
8/16 Antonina Brodin 
8/16 Del Oro Deita 
8/16 Mormacwren Mormac 
8/19 Mormacmar Mormac 
8/19 Nordanger Wes-Lar 
8/21 Bolivia Lloyd 
8/22 Cuba Lioyd 
8/24 Mormachawk Mormac 
8-25 Del Norte Delta 
9/1 Del Viento Deita 
9/2 Nicaragua Lioyd 
9/8 Del Sud Delta 
9/12 Uruguai Lloyd 
9/13 Del undo Deita 
9/21 Canada Lloyd 
9/22 Del Rio Delta 
9/22 Paraguai Lloyd 


Del Mar Delta 


PUNTARENUS 
Texita UFruit 
Texita UFruit 
de JANEIRO 
Del Mar Deita 
America Lioyd 
Mormacmar Mormac 
Mormacwren Mormac 


1958 








DUE 


08/22 N08/24 
NY8/24 
NY8/31 

Ho9/5 NO9/7 
NY9/7 

NY9/14 
Ho9/19 N09/21 
NY9/21 
NY9/28 


NY9/9 
NY9/26 
NY10/11 
NY10/31 


NY8/26 
NY9/9 
NY9/26 
N09/29 
NY10/11 
N010/20 
NY10/31 
NY10/31 
NY11/13 


N09/29 
NY9/26 
NY10/11 
N010/20 
NY10/31 
NY11/13 


Bo9/15 NY9/17 

NY9/12 LA9/30 SF10/5 Pol0/11 Sel0/17 Val0/20 

Guif9/21 

NY10/3 LA10/21 SF10/26 Poll/2 Sel1/9 Vall/12 

Bol0/7 NY10/9 

NY10/29 LALI/17 SF11/21 Poll/27 Sel2/3 
Val2/7 

Boll/14 NY11/16 


N09/27 
NY9/2 
Ba9/6 NY9/8 Pa9/10 Bo9/12 MI9/1 

NO9/8 Ho9/13 

Jx9/4 NY9/8 B99/10 Pa9/12 Ba9/14 Nf9/15 
LA9/23 SF9/26 Va9/30 Sel0/8 Pol0/11 
LA9/18 SF9 20 P09/27 Se9/29 Va9/30 
NO9/10 Ho9/18 

NY9/13 

NY9/11 Bo9/14 Pa9/16 Ba9/18 

N09/10 Ho9/15 

N09/22 Ho9/27 

NY9/23 

N09/24 Ho9/29 

NY10/3 

N010/6 Hol0/11 

N010/10 Hol0/16 

NO10/13 Hol0/18 

NY10/13 
N010/15 Ho10/20 


Crs /23 
Cr°9/6 


N08/27 Ho9/1 

NY9/2 

LA9/23 SF9/26 Va9/30 Sel0/8 Po10/11 
Jx9/4 NY9/8 Bo9/10 Pa9/12 Ba9/14 Nf9/15 















Regular Service 
From The Principal Brazilian Ports To: 


NEW YORK 


Owned 


NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


and operated exclusively by the 


Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 


Philadel 


ville an 





ia, Baltimore, Norfolk, Jackson- 
Houston. 





sengeseeanerseesoan 


Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 





NEW YORK 
17 Battery Place 


NEW ORLEANS 
Queen & Crescent Bidg. 





























stio COLUMDUS 





Baae 
DUE 


PARANAGUA 
























NOS AIRES, MONTEV 
SANTOS 






COLUMBUS LINE, INC. 


26 Broadway, New York 4, N. Y. 


WH 4-0825 































SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


8/22 Del Oro Delta NO9/8 Ho9/13 8/27 Mormachawk Mormac NY9/11 Bo9/14 Pa9/16 Ba9/18 

8/22 Antonina Brodin Ba9/6 NY9/8 Pa9/10 Bo9/12 MI9/16 8/27 Mormacmar Mormac 1A9/23 SF9/26 Va9/30 $e10/8 Pol0/11 

8/24 Nordanger Wes-Lar LA9/18 SF9/20 Po9/27 Se9/29 Va9/30 9/3 Del Viento Delta N09/22 H99/27 

8/26 Bolivia Lloyd NO9/10 Ho9/18 9/6 Nicaragua Lloyd NY9/23 

8/27 Cuba Lloyd NY9/13 9/10 Del Sud Deita NO9/24 Ho9/29 

8/28 Del Norte Deita NO9/10 Ho9/15 9/16 Uruguai Lloyd NY10/3 

9/5 Del Viento Delta NO9/22 Ho9/27 9/17 Del Mundo Deita N010/6 Hol0/11 

9/7 Nicaragua Lloyd NY9/23 9/24 Del Rio Delta W010/13 Hol0/18 

9/11 Del Sud Delta N09/24 Ho9/29 9/25 Canada Lloyd N010/10 Hol0/16 

9/17 Uruguai Lioyd NY10/3 9/26 Paraguai Lloyd NY10/13 

9/19 Del Mundo Deita NO10/6 Hol0/11 10/1 Del Mar ’ Delta NO10/15 Hol0/20 

9/26 Del Rio Delta NO10/13 Hol0/18 

9/26 Canada Lloyd NO10/10 Hol0/16 

9/27 Paraguai Lioyd = NY10/13 TANGA 

10/2 Del Mar Delta = 020/15 Nel8/28 8/10 Samarinda Nedlloyd NY9/12 LA9/30 $F10/5 Pol0/11 $e10/17 

Val0/20 

8/11 Afr Lightning Bo9/15 NY9/17 

SAN JUAN del SUR 8/19 Stella Gulf 9/21 

8/13 El Salvador Mam Ho8/22 N08/29 8/31 Lombok NY10/3 LA10/21 SF10/26 Poll/2 Sel1/9 Vall/12 

8/18 Managua Mam NY8/28 9/10 Afr Crescent B0l0/7 NY10/9 

9/3 Honduras Mam NY9/13 9/27 Sarangan NY10/29 LA11/17 S$F11/21 Poll/27 $el2/3 

9/16 Costa Rica Mam Ho9/25 NO10/2 Val2/7 

10/4 Managua Mam Hol0/13 NO010/20 10/18 Afr Moon Boll/14 NY11/16 

10/5 El Sa‘vador Mam NY10/15 


VICTORIA 


SANTOS 8/10 Del Santos NO8/25 Ho8/31 
8/12 Candida Norton NY9/1 Bo9/3 Pa9/5 Ba9/6 8/24 Del Oro NO9/8 Ho9/13 
8/12 Mormacstar | Mormac Ba8/27 Pa8/29 NY8/31 B09/3 MI9/7 8/26 Afr Crescent NY10/7 
8/13 Del Mar Delta NO8/27 Ho9/1 8/27 Bolivia N09/10 Ho9/18 
8/13 Mormacdawn Mormac LA9/9 SF9/11 Va9/15 Se9/23 Po9/26 9/7 Del Viento NO9/22 Ho9/27 
8/16 America Lloyd  NY9/2 9/21 Del Mundo NO10/6 Hol0/11 
8/19 Mormacwren Mormac Jx9/4 NY9/8 Bo9/10 Pa9/12 Ba9/14 Nf9/15 9/27 Canada NO10/10 010/16 
8/20 Del Oro Delta NO9/8 Ho9/13 9/28 Del Rio N010/15 Hol0/20 
Antonina Brodin 6a9/6 NY9/8 Pa9/10 Bo9/12 MI9/16 10/14 Afr Moon NY11/14 
Nordanger Wes-Lar LA9/18 SF9/20 P09/27 Se9/29 Va9/30 
Bolivia Lloyd NO9/10 Ho9/18 


Cuba Lioyd =: NY9/13 
Del Norte Delta N09/10 Hol0/15 *Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C.Z. 





We st Al 


Monthl 
Moniy MOLLER STEAMSHIP COMPANY, INC. 


gents 
MATADI 30 Broad Street, New York 4, N.Y.*HAnover 2-1500 
DOUALA West African Agents 


$ , S.C.A.R.L., vi, ®. Oo. 'e le 
ABIDJAN MATADI foot $.¢. : L., 3 rve de Vivi, P. O. Box 36, Motedi 
FREETOWN DOUALA: Societé ~ ged Deimas-Veilievx, ®. O. Box 263, Dovale, 


via fast modern ABIDJAN: Societé Novole een i. sine Louis Borthe, 


* P. ©. Box 1281, Abidjan, | 
cargo liners FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 








ship your coffee 
ia Grancolombiana 


COLOMBIA « ECUADOR « PERU « EL SALVADOR 
GUATEMALA ¢ COSTA RICA *¢ CUBA 

MEXICO to ALL COASTS 

of the U.S. and Canada 


General Agents 
Transportadora Grancolombiana, Ltda. 


New York 
79 Pine Street 208 South La Salle Street 1365 Book bok Building 
Agents 
New Orleans and Houston: enep Seanapert & Secemant Go., tne. 
Philadelphia: Lavino Shipping Co. ontreal: Robert Reford Co., Ltd. 
Los Angeles: Balfour, Guthrie & Co., Ltd. Pe ante Boston Shipping 
San Francisco: Balfour, Guthrie & Co., Ltd. Baltimore: Penn-Maryland 8.8. Corp. 





COFFEE & TEA INDUSTRIES and The Flavor Field 

















SAILS SHIP 





CALCUTTA 


8/10 City of 
Newcastle 

8/10 Steel Maker 

8/25 


9/8 City of Bath 


9/8 City of London 


9/9 Steel King 


COCHIN 


8/14 
8/16 
8/16 
8/23 
8/27 
8/28 
9/5 Hayes 


Temnaren 


Monroe 


9/15 Mariner 
$/16 
9/30 
10/3 


Steel Flyer 
Coolidge 


COLOMBO 


8/14 
8/14 
8/14 
8/15 
8/20 Olga 
8/20 Monroe 
8/25 
8/26 
9/3 Hayes 





Manipur 
Makrana 


9/7 Luna 
9/13 Mariner 


9/14 
9/14 
9/20 Leda 

9/28 Steel Flyer 
10/1 Coolidge 


Steel King 


10/12 Steel Admiral 


10/15 Potk 


DJAKARTA 


8/11 
8/17 Taft 
8/18 Luna 
8/26 
8/28 
9/11 
9/14 
9/18 
9/26 
9/28 Jefferson 
10/14 Pierce 


Grant 
Steel Flyer 
McKinley 
Laust 


DJIBOUTI 


8/11 Steel Maker 
8/26 


9/10 
9/23 


10/7 Steel Flyer 


10/21 Steel Admiral 


HONG HONG 


8/11 Harrison 
8/14 Hayes 
8/18 Nicoline 
8/19 Cleveland 


AUGUST, 





Young America 


Steel Advocate 
Steel Executive 


Young America 
Steel Navigator 


Steel Scientist 


10/14 Stee! Admiral 








Stee! Executive 


Steel Advocate 


Young America 
Steel Navigator 


Stee! Scientist 


Steel Navigator 


Steel Scientist 


Steel Admiral 


Steel Executive 
9/4 Steel Navigator 
Young America 
Steel Scientist 


LINE 


TEA BERTHS 


Norton 
Isthmian 
Isthmian 
Norton 
Norton 
Isthmian 


Hellenic 

Isthmian 
Isthmian 
Am-Pres 

Isthmian 
Isthmian 
Am- Pres 


Am- Pres 


Isthmian 
Isthmian 
Am- Pres 


Isthmian 


Isthmian 
Cunard 
Cunard 
Isthmian 
Maersk 
Am- Pres 
Isthmian 
Isthmian 
Am- Pres 


Maersk 
Am- Pres 


Isthmian 
Isthmian 
Maersk 

Isthmian 
Am- Pres 


Isthmian 
Am-Pres 


Isthmian 
Am- Pres 
Maersk 

Isthmian 
Am- Pres 
Isthmian 
Am- Pres 


Isthmian 
Isthmian 
Isthmian 
Isthmian 
Isthmian 
Isthmian 
Isthmian 


Am- Pres 
Am- Pres 
Maersk 

Am-Pres 


1958 











B09/13 NY9/15 Pa9/17 Nf9/23 Ba9/25 


NO9/17 
NY10/2 N010/8 


8010/12 NY10/14 Pal0/16 Nf10/18 Bal0/21 


Mi10/13 
010/17 


NY9/17 $a9/23 
N09/17 
Bo9/11 NY9/12 


NY9/28 Bol0/3 HR10/6 SF10/25 


NY9/26 NO10/3 
Bo9/23 NY9/24 


NY10/10 8010/15 
NY10/20 8010/25 
Bol0/11 NY10/12 


Bol0/26 NY10/27 
NY11/7 6011/12 


Boll/8 NY11/9 


Bo9/1l NY9/12 


Bo9/15 NY9/17 Pa9/21 Nf9/23 Ba9/25 


Bal0/18 HR10/20 LA11/4 


SF11/7 


Bal0/28 HR10/30 LAl1/14 
SF11/17 


Ball/15 HR11/17 


$a9/13 NO9/18 Ha9/20 Ga9/22 


N09/17 


Ha9/14 NY9/17 M110/4 
NY9/28 Bol0/3 HR10/6 SF10/25 


NY9/26 NO10/3 
Bo9/23 NY9/24 


NY10/10 B01C/15 


NY10/6 MI30/21 


NY10/20 8110/25 


NO10/17 
Bol0/11 WY10/12 


Hal0/13 NY10/16 


Bo10/26 NY10/27 
NY11/7_ Boll/12 


Boll/S NY11/9 


NY11/23 Boll/28 


Bo9/23 NY9/24 


LA12/2 
SF12/5 


Bal0/18 HR10/20 LAl1/4 


SF11/7 


Bal0/28 HR10/30 LA11/14 
SF11/17 


Mi11/3 


Ball/15 WR11/17 


HR12/1 SF12/20 


LA9/22 NY19/8 Bal0/14 Bol0/18 


NY10/6 M!10/21 


Bol0/11 NY10/12 


LA10/7 NY10/23 Bal0/30 Bol1/3 


Bol0/26 NY10/27 


LA10/23 NY11/8 Ball/14 Boll/18 


NY11/S5 111/20 
Boll/8 NY11/9 


LA11/6 NY11/22 Ball/27 Bol2/1 
LA11/22 NY12/8 Bal2/14 8012/18 


NY8/30 NO9/7 

Bo9/14 NY9/15 
Bo9/22 NY9/23 
NY10/2 NO10/8 


Bol0/11 NY10/12 
Bo0l0/26 NY10/27 


Boll/8 NY11/9 


SF9/4 LA9/8 $D9/14 
NY10/10 8010/15 Bal0/18 HR10/20 


LA12/12 NY12/27 
SF9/6 LA9/11 


LA12/2 
$F12/5 










































FAST DEPENDABLE DELIVERY 


. « - Of your mild coffees 
to United States markets .. . rely on 


UNITED FRUIT @ 


COMPANY 
Ctoomship Sowice 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 
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ee ee 


© 
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protecting the fine flavors of 
Central American coffees with 
proper handling! 


“regular fast service from : 
El Salvador =: 

and Nicaragua to : 
U.S. Gulf : 

and Atlantic Ports : 


peubobes Agents All Guif Ports 






ee a ee ad ee 


“‘coffee’’ 
‘growing 
‘Central 
‘America 







Mamenic international Corporation, Agents 
26 Broadway, New York 4, N. Y. ¢ Tel: WHitehall 3-9020 






















ee ee ee eens 
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ship that 
“extra cup” of 






















ised Handling of COFFEES 


WARD Ze 


GARCIA Se 


- cement scheduled sailings 


“cam MEXICO ana CUBA 


lard- LOUUCLCL CORPORATION General Agents 
PIER 34 NORTH RIVER New York 13,N. Y. © WAtkins 4-4000 


F \ ot 






























MOORE-MeCORMACK 


AMERICAN FLAG SHIPS 
Freight & Passenger Service 






REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD ¢ BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
United States West Coast ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY ¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 














40 COFFEE & TEA 








SAILS SHIP LINE DUE 





8/19 Turandot Barb-Wn SF9/11 LA9/13 NY9/28 

8/23 Fillmore Am-Pres LA9/8 NY9/24 Ba9/29 Bol0/3 

8/24 Mariner Am-Pres NY10/20 Bol0/25 Bal0/28 HR10/30 
8/26 Korean Bear PacFar SF9/11 

8/31 Hoover Am-Pres SF9/19 

9/3 Johannes Maersk SF9/26 NY10/14 

9/4 Tungus Barb-Wn SF9/27 LA9/29 NY10/14 

9/11 Coolidge Am-Pres NY11/7 Boll1/12 Ball/15 HR11/17 
9/18 Marit Maersk ‘4A10/11 NY10/26 

9/19 Tudor Barb-Wn SF10/12 LA10/14 NY10/29 

9/21 Grant Am-Pres LA10/7 NY10/23 Bal0/30 Boll/3 
9/24 Marit Maersk LA10/11 NY10/26 

9/29 Polk Am-Pres NY11/23 Boll/28 HR12/1 

10/3 Sally Maersk SF10/25 NY11/11 


Am-Pres NY12/5 Bol2/10 Bal2/13 HR12/15 
Maersk LA11/12 NY11/27 

Am-Pres LA11/6 NY11/22 Ball/27 Bol2/1 
NY12/9 Bol2/24 8al2/27 HR12/29 


10/10 Jackson 
10/18 Jeppesen 
10/21 Jefferson 
10/24 Taylor 





KOBE 


8/10 Fernbank 
8/18 Mariner 








SF8/27 LAB/29 NY9/13 
Am-Pres SF9/11 LA9/S 


8/23 Cleveland Am-Prete SF9/6 LA9/11 

8/25 Nicoline Maersk LAS/12 NY9/27 

8/25 Turandot Barb-Wn SF9/11 LA9/13 NY8/28 
9/4 Hoover Am-Pres SF9/19 

9/9 Johannes Am-Pres SF9/26 NY10/14 

9/10 Tungus Barb-Wn SF9/27 LA9/29 NY10/14 
9/24 Marit Maersk LA1O/11 NY10/26 

8/25 Tudor Barb-Wn SF10/12 LA10/14 NY10/29 
10/9 Saily Maersk SF10/25 NY11/11 

10/25 Jeppesen Maersk 1£Al11/12 NY11/27 
SHIMIZU 

8/11 Chastine Maersk SF8/26 NY9/12 

8/13 Fernbank Barb-Wn SF8/27 LA8&/29 NY9/13 
8/20 Mariner Am-Pres LA9/S SF9/11 

8/25 Harrison Am-Pres SF9/4 LA9/8 SD9/14 
8/25 Frederick Lykes NO9/25 M09/27 Ba9/29 
8/27 Nicoline Maersk LA9/12 NY9/27 

8/26 Turandot Barb-Wn SF9/11 LA9/13 NY9/28 
9/11 Johannes Maersk SF9/26 NY10/14 

9/13 Tungus Barb-Wn SF9/27 LA9/29 NY10/14 
9/26 Marit Maersk LA10/11 NY10/26 

9/28 Tudor Barb-Wn SF10/12 LA10/14 NY10/29 
10/11 Sally Maersk SF10/25 NY11/11 

10/27 Jeppesen Maersk £A11/12 NY11/27 
YOKOHAMA 

8/15 Fernbank Barb-Wn SF8/27 LA8/29 NY2/13 
8/15 Chastine Maersk SF8/26 NY9/12 

8/22 Mariner Am-Pres LA9/5 SF9/11 

8/24 Harrison Am-Pres SF9/4 LA9/8 $D9/14 
8/25 Cleveland Am-Pres SF9/3 LA9/11 

8/27 Frederick Lykes NO9/25 Mo09/27 Ta9/29 
8/30 Turandot Barb-Wo SF9/11 LA9/13 NY9/28 
8/31 Nicoline Maersk LA9/12 NY9/27 

9/5 Hoover Am-Pres SF9/19 

9/15 Tungus Barb-Wn SF9/27 LA9/29 NY10/14 
9/15 Johannes Maersk SF9/26 NY10/14 

9/30 Tudor Barb-Wn SF10/12 LA10/14 NY10/29 
9/30 Marit Maersk 1LAl10/11 NY10/26 

10/15 Sally Maersk $F10/25 NY11/11 

10/31 Jeppesen Maersk £LA11/12 NY11/27 


Caribbean Line names Mamenic agents 

The Caribbean Lines has announced the appointment 
of the Mamenic International Corp., New York City, as 
general managing agents for the United States. 

The Caribbean Lines maintains a direct weekly ser- 
vice between New York and Santo Tomas, Guatemala, 
Puerto Barrios, Guatemala, Puerto Cortez, Honduras and 
Belize, British Honduras. 


Venezuelan Line promotes Dabal 

Lester R. Dabal has been appointed assistant traffic 
manager of the Venezulean Line (Compania Anonima 
Venezolana De Navegacion), it was announced by J. 
Miceli, traffic manager. 
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bright face for institutionals 
(Continued from page 18) 





stock could be used and the label area improved, the de- 
signer was able to proceed with the quickly identifiable 
background-color panels that distinguish the three fine 
blends—all from Maxwell House: blue with yellow and 
black for Maxwell House with the “good to the last drop” 
cup symbol silhouetted in reverse white; red-orange and 
brown for ‘Bouquet,” gold and brown for “Prima.” Blue, 
orange and gold bags are now clearly differentiated. Brand 
names stand out boldly. A printing of the words, ‘Hotel and 
Restaurant,” runs horizontally across the middle of each 
package, extending beyond the rectangular color panel, 
believed to add dimension and pleasing visual interruption 
to the squareness of the label area. 

The same treatment has been adapted to lithographed 
cans and has been modified only slightly to carry over 
family resemblance and easy identification to all shipping 
containers. The rectangular color panel and the ‘Hotel and 
Restaurant” band, the company says, may eventually be- 
come a simple design device to tie in packages for products 
other than coffee in the General Foods institutional family 
of products. At the bottom of the color panel on every 
package is the GF insignia of the Institutional Products Div. 
of General Foods Corp. 

Simplicity of the design treatment against the bright 
white backgrounds gives strength and quick recall. Once 
seen in the identifying colors, it’s easy to remember. And 
judging from the file of letters received from restaurateurs 
and wholesale distributors, says General Foods, the pack- 
ages are already making the famous name of Maxwell House 
even more famous. 

SUPPLIES AND SERVICES: Design program by Walter 
Dorwin Teague Associates, 415 Madison Ave., New York. 
Coffee bags by Thilmany Pulp & Paper Co., Kaukauna, Wis. 
Cans by American Can Co., 100 Park Ave., New York 17, 
and Continental Can Co., Inc., 100 E. 42 St., New York 
17. Shipping bags by Union Bag-Camp Paper Corp., 233 
Broadway, New York 7, and Equitable Paper Bag Co., Inc., 
45-50 Van Dam St., Long Island City 1, N. Y. Corrugated 
containers by International Paper Co., Bagpak Div., 220 E. 
42 St., New York 17; Union Bag-Camp Paper Corp.; St. 
Joe Paper Co., Houston Container Div., P. O. Box 19006, 
Houston 24, Tex., and Fibreboard Paper Products Corp., 
475 Brannan St., San Francisco 19. 

(Reprinted by permission from the February, 1958, issue 
of Modern Packaging, copyright, 1958, Modern Packaging 
Corp., 575 Madison Avenue, New York 22, N. Y.) 


New booklet tells how to brew 


good coffee by the gallon 


A new 12-page booklet tells restaurant operators how 
to brew good coffee by the gallon, 





Simple in its presentation, the booklet gives a basic, 
step-by-step description of how to make good coffee in 
modern urns, 

Called “It's easy to brew good coffee by the gallon!” 
the booklet was published as a public service in the in- 
terest of better brewing’ by the Cecilware-Commodore 
Products Corp., New York City. 

Copies are available to roasters without charge. 
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NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 









Regular Service 
Fast Norwegian Motorships 








Coffee Service 
Brazil/U. S. Gulf 













General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleens—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehi & Co., Cotton Exchange Bidg. 
Chicaego—F. C. MacFarlane, 2520 Bankers Bidg. 
Detrolt——F. C. MacFarlane, 945 Free Press Bidg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Parenague—Transparana Ltda. 
Buenes Aires—international Freighting Corporation, Inc. 





















































WEEKLY 
AMERICAN FLAG 
SERVICE 


from the coffee ports of 
COLOMBIA VENEZUELA 
ECUADOR’ PERU 


and the West Coast of 
CENTRAL AMERICA 


to 
NEW YORK LOS ANGELES JACKSONVILLE 
PHILADELPHIA SAN FRANCISCO 
BALTIMORE SEATTLE VANCOUVER, B. C. 


GRACE LINE 


: 3 Hanover Square, New York 4, N. Y. 
perce’ Agents and Offices in all Principal Cities 
















































































Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 
Total Deliveries—from : Visible Supply—Iist of Month 
> Brazi Brazil Others Total 


sVaksivies cedheecsibadan sine 1,572 

SNE oo cvs vieeckeeanvdanpdverieee 1,424 804 655 1,459 916 654 1,570 
ee EOP OPE PEP POT STINTS reer a - 1,338 650 616 1,266 828 636 1,464 
PPPOE RIOTG Sega 1,606 


ee exh oavicededa vias toan 1 1,719 

IT ons ce ecw nuance Kenan o<keuin ies 2,026 906 927 1,833 1,362 611 1,973 
NN ey eee pee os pace 1,956 1,224 1,060 2,284 1,233 668 1,901 
FN PRR ae PIS RN! aS RS 1,209 500 528 1,028 729 547 1,276 
Tae adacoad ber Seehiienstseus kane 1,431 546 906 1,452 759 663 1,422 
pO ES) See ae SNA IE ORT 1,301 544 792 1,336 732 606 1,338 
ME cp uyudbisces isle agsussenss OKens 1,122 563 550 1,113 545 635 1,180 
1S Spe BM ER Bese UR 1,588 571 1,044 1,615 599 675 1,274 
eee TREE tie) Phe eye ge ge he a 1,290 634 579 1,213 667 645 1,312 
RR RADE ASAE AY BP SEE 1,394 721 884 1,605 704 769 1,473 
OWI ins via S54 ana Oe Keen BR 1,801 654 962 1,616 650 590 1,240 


ARE one) bp Ne ee gad I PL 1,685 


 eanenbd RP ae ge ea ie ra ee ERE ae 1,874 674 1,093 1,767 561 723 1,284 
CD. cu capaus dav oreedseuk ees Rh cee 1,062 281 874 1,155 718 625 1,343 
NN ce se a a ee 1,436 510 1,078 1,588 605 643 1,248 
DOMME ci ie a ie eres ounces 1,548 578 923 1,501 615 496 1,111 
May pcs G ARERR ES Dae eaRKs Mabe Shs bGReuaee 2,010 688 1,162 1,850 768 513 1,281 
EERE RS SURGE AG BENS GOED bedi Mee Pept 1,654 480 821 1,301 1,007 533 1,540 


1,388 
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U. $. coffee night-caps: most common along the East and West Coasts. In 
: these areas, about one person out of every five or six 

29,000,000 cups daily has at least one cup of coffee at night. 
Every night between dinner and bedtime the United Since 1950, coffee drinking at breakfast, lunch and 


States drinks 29,000,000 cups of coffee, according to a 
new national survey by the Pan-American Coffee Bureau. 
This is 12,000,000 more cups than in 1950, an increase 
of nearly 70% in eight years. Morning coffee-breaks now account for 44,000,000 

Although a cup of coffee for a night-cap is a popular cups on a typical winter day, and afternoon coffee-breaks 
custom throughout the United States, PACB says it is for 26,000,000 cups. 


COFFEE 


Where you want it . .. when you want it... 


% Your coffee arrives in perfect condition shipped Argentine 
State Line . . . 13 days from Santos, 12 from Rio to our 
modern terminal, Pier 25, North River, New York. 

% Fast modern freighters plus 3 new passenger liners serve 
the East Coast of South America . . . immaculate holds, 


dinner has increased by 9%, while coffee drinking be- 
tween meals has increased by 70%. 
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skilled handling by experienced crews eliminate damage AGENCIA de 
or flavor contamination. VAPORES GRIEG S/A 
ARGENTINE STATE LINE Dre Maes 7 
Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 Santos 
Praca de Republica, 46 























SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 


General Agents 
42 Broadway New York 4, N. Y. 
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The coffee industry's better brew campaign will be really 
rolling this September. 

It will be a campaign with lots of power, the most force- 
ful drive yet for better brewing. 

A good deal of that power will come from a unique 
situation. All of the industrywide organizations are focussing 
on the same objective at the same time, and working hard 
at it. 

The Pan-American Coffee Bureau put national promotion 
behind better brewing earlier this year, from January 
through May. In September, PACB picks up wherc it left 
ofi, with four-color advertisements in Ladies Home Journal 
and Sunday supplement sections of the New York Daily 
News, Philadelphia Inquirer and Chicago Tribune. 

Total circulation of these periodicals is more than 10,000,- 
000 in this country. 

PACB's approach will be a little different from what it 
was last winter and spring. There will be a stronger copy 
theme for stronger coffee. 

In another area, the National Coffee Association has been 
winning roasters to the idea of putting approved brewing 
instructions on, or with, their packages, and to distribute 
the Standard Coffee Measure. 

To date, more than 80 roasters have agreed to take one 
or both of these steps. 

These roasters represent most of the home consumption 
coffee volume in this country. This means that most of the 
coffee packages on food store shelves in Septernber will 
carry the approved brewing instructions. 

NCA is carrying its campaign one step further. It is 
making it easy for roasters to call attention in print media 
advertising to the brewing instructions on the package. 
The association has made available a matrix in one or two 
column sizes, with this copy: “Good Coffee Deserves Good 
Brewing—Follow the Instructions on the Package.” 

Behind the PACB and NCA campaigns is the brewing 
formula itself, developed by The Coffee Brewing Institute. 

For CBI, better brewing has always been a prime ob- 
jective. The research done by CBI, directly and indirectly, 
has been inspired by this goal. 

As a result, we know a lot more about coffee processing, 
brewing and serving than we did before. It is this know- 
ledge which made possible the new brewing instructions. 

Of course, CBI has gone beyond the laboratory into the 
field, with impressive achievements. In the restaurant mar- 
ket, CBI's programs—including the quantity brewing dem- 
onstrations—have probably been the single most telling 
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Better “better brew” 









force for better brewing. 

CBI has also been carrying out activities aimed at the 
homemaker, frequently with considerable effect. 

PACB, NCA, CBI—each of these coffee organizations, in 
its own way, has focussed on better brewing. PACB in 
national, industry-level promotions; NCA in building roaster 
support; CBI in research and in field programs. 

This, we feel, is a unique characteristic of the current 
better-brew campaign. Each of the national coffee bodies 
is working toward the single, specific objective. 

This situation lends added power to the drive. 

It marks a new promotional maturity for coffee—and it 
suggests new potentials. 

Perhaps cooperation for a common goal can be extended 
and developed, to the point where an agreed-on goal will 
be the objective of total effort by the entire industry, from 
producers to roasters. 

With such unity of effort, immense power could be 
brought to bear on consumption potentials. In these days 
of mounting surpluses, such a possibility is worth the most 
serious consideration. 


How to sell more tea 


What do you need to help you operate more profitably as 
a tea man? 

Perhaps it’s answers to such questions as these: What 
are the basic trends in the U. S. tea market today? How has 
tea been affected by the recession? What are the most vital 
developments on tea in the restaurant market? What's been 
happening to tea in food stores? How will the Tea Council 
go after the hot tea market the coming season? 

Maybe in addition to—or apart from—such questions 
you're interested in finding out how the other fellow does 
it. You'd like to be able to sit down with him and chew 
the fat, in an easy, informal give-and-take which will let 
you get most easily at what you want to know—and give 
him the same opportunity. 

Perhaps, too, you feel that you don’t know enough 
different people in tea well enough, personally—people 
you can turn to easily on matters of mutual interest during 
the year, whether it’s an opinion or a deal. 

If you feel what you need is any of these, or all of them, 
you'll want to be at the 13th annual convention of the 
Tea Association of the U.S. A. 

It will be held at the Whiteface Inn, on Lake Placid, at 
Whiteface, N. Y., September 28th-October Ist. So if you 
haven't done so, get in your reservations now. 
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5 important steps in our service to the 
Tea Trade 





Old Slip 








Warehouse, Inc. 





Tea Storage 








Blending 








Reconditioning 








Repacking 








Tea Packaging for the Trade 








ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 


67-69-71-73 FRONT ST. 38-39 SOUTH ST. 











COFFEE & TEA INDUSTRIES and The Flavor Field 








This article is from “Self Service Merchandiser,” lively 
external house organ published by the Rossotti Lithograph 
Corp., North Bergen, N. ]. 


The first published advertisement for tea appeared in a 
London newspaper in 1658. This is what it said: ‘That 
excellent and by all Physitians approved China drink, called 
by the Chineans ‘Tcha’ and by other nations ‘Tay’ alias 
‘Tee,’ is sold at the Sultaness Head Cophee House, in Sweet- 
ings Rents, by the Royal Exchange, London.” 

Archaic as this old style copy approach may seem to us 
today, it must be admitted that it brought out several perti- 
nent facts. It told what the product was. It indicated that 
it had the approval of the medical profession. And it 
explained where to get it. 

This basic information was not greatly improved upon in 
the tea advertisements of a later day, including most of those 
which appeared in American and British periodicals as late 
as the 1920's. Thumbing through the dusty and brittle 
pages of old magazines and newspapers, you can come upon 
quite a few attractive and even striking tea ads. But they 
would not be calculated to sell very much tea in today’s per- 
sonalized, fast-moving merchandising patterns, 

Many of the old layouts were exceedingly colorful 
and imaginative. Many had deftly executed renderings 
by well-known artists of the period, There were illus- 
trations of heavily laden caravans from far Cathay , . . 
quaint marketplaces brimming with spices and gems and 
silks . . . wise old mandarins exquisitely gowned . . . 
pagodas rising in exotic Oriental landscapes . . . brown- 
skinned coolies loading great white ships . . . pale ladies 
in kimonos Kaffeeklatching—or rather, tea-klatching— 
in delicate pavilions. 

Effective? Oh, most effective! For a travel agency. 

Advertising that makes you want to hop the next Mat- 
son liner for the mysterious Orient and points East is not 
one of the most effective ways to sell tea. Especially when 
no attempt is made to create a desire for a cup of tea. 

The merchandising and packaging of tea during that 
same era was equally unrealistic and ineffective. The tea 
caddy, that brilliant red and yellow canister with the 
emblazoned Chinese characters, was still very much in 
evidence in even the better food shops and grocers, Its 
contents were weighed out and poured into plain brown 
kraft paper bags upon the customer's order. And one 
relied entirely upon the integrity of the store and the clerk 
so far as the kind and quality of the tea was concerned. 
Unless, of course, one could read Chinese characters. 

Retail shelf packages for tea offered very little more in 
the way of customer pulling power. The stark black and 
white, and even the two-color designs, for the most part 
employed the same travelogue technique used in the 
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the development of tea advertising 


brand package design reflects changes in merchandising, 


shifts to new, consumer-oriented selling information . . . 















magazine and newspaper ads. The Oriental theme domi- 
nated ail even to the point of identifying the brand, 
the blend, the grade and the type, with difficult-to-remem- 
ber Chinese names. Needless to say, these names had very 
little, if any, real significance to millions of American 
housewives. 

But the majority of the tea advertisers soon began to 
follow the concept of a new “what's-in-it-for-the-con- 
sumer” type of merchandising. They reviewed their sales 
programs in a new light. What was there in any of the 
tea advertisements or package designs that betokened the 
personal satisfaction in the drinking of a cup of tea? 
Where was the meation of taste and bouquet? What 
word was there of the lift that tea provides? Where 
was the recipe for the best method of brewing a hearty 
pot of tea? They were all, as the saying goes, “conspicuous 
by their absence,” 

Today, this type of selling information is basic, whether 
it is applied to tea or to any other consumer food product. 
The lyrical copywriter, the art director, the merchandising 
man, the package designer, all take off from that point. 
Even then they do not indulge excessively in the extreme 
flights of fancy that were the stock-in-trade of their 
predecessors in a bygone day. Modern advertising, 








You can see the stainless steel teaspoon which is the give-away 
premium with each box of Ehlers Grade A Tea Bags in the 48 size. 
Mylar warp on this window carton gives Ehlers the impulse appeal 
of the Englishtown spoon — but without getting in the way of brand 
identification. Continuing demand for all Ehlers products is en- 
couraged by an illustrated insert describing a self-liquidating offer 
covering a complete set of Englishtown Eventide design stainless 
steel tableware. The window set-up is an evolution of an earlier 
Ehlers offer, which had the teaspoon inside an ordinary package. 
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modern merchandising, modern packaging are based upon 
reality. 

The package of prepared cake mix pictorializes the 
finished, icing-topped cake—not the miller who ground 
the flour. The package of frozen fish sticks or fillets 
glamorizes the crisp, golden-brown cooked product—not 
the fisherman and his net. It's superfluous to point out 
which of these alternate themes have the power to whet the 
appeite and provoke the impulse to buy. 

So it is with tea advertising and packaging in the 
present. Mandarins and almond-eyed princesses and 
pretty little arched bridges may be intrinsically interes- 
ting, but they do not of necessity sell tea. There is no 
quarrel with them as artistic secondary themes, perhaps 
as decorative backgrounds, but the major pictorial ele- 
ment should be one that makes a direct appeal to the 
appetite. It should be a tantalizing, realistic illustration 
of the cup of tea itself. 

In bitter winter weather, in nippy autumn, on blustery 
spring days, there’s a wealth of warmth and comfort 
and satisfaction in a brisk cup of tea, And there’s an 
exhilarating lift in it, too, for the weary shopper when 
she returns home. The promise of these persona! 
pleasures is inherent in the full-coor portrait of a steam- 
ing “dish 0’ tea” on the package. 

And in sweltering summer, the eye is trapped by the 
thirst-quenching, cooling assurance of a tall, frost-beaded 
glass of iced tea, with its yellow wheel of fresh lemon 
riding the rim, and a fresh sprig of mint peeping over 
it. The object is to cause the wilting shopper to say to 
herself, “Say, now that would taste mighty good right 


now!” 


Preparations for 1958 convention 
of Tea Association in home stretch 


Preparations fez the 1958 convention of the Tea As- 
sociation are moving into the home stretch. 

The convention i; being held at Whiteface Inn, on 
Lake Placid, September 28th-October 15t. 

Business sessions will see down-to-earth analysis of 
tea’s progress as a whole and of specific problems in 
the restaurant food store and home markets. 

On the social side, surprises are promised by Thomas 
]. O'Rourke, convention chairman. Some of the sur- 
prises, it is rumored, are being gleefully brewed by the 
Tea Association's Junior Board. 

Recreation facilities at Whiteface Inn include a cham- 
pionship 18-hole golf course, a nine-hole pitch and putt 
course, an 18-hole putting green, bowling alleys, tennis 
courts, boating, fishing, etc. 

Accommodations are available at the main inn or in 
lodges and cottages. 








Tea, despite its Oriental origins, is an American staple 
today, It is as much a part of the national diet as milk, 
coffee, cocoa and lemonade. As such, it deserves a typical 
American treatment in its sales approach—with all of the 
many advantages that modern American advertising, mer- 
chandising and packaging can give it. And let the vener- 
able spirits of Chin-Nung, Kuo P’o and Lu Yu weep as 


they may. 
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world tea: what 


In the past two issues, we presented highlights of a 
detailed statistical report, "Tea: World Production and 
Trade”, prepared by the Foreign Agricultural Service of 
the U. S. Department of Agriculture. 

Here, now, is an evaluation, by the same source. These 
ave highlights from an article in Foreign Agriculture by 
William F. Dobbins, of the FAS Import Division. 


For several years during and after World War II, tea 
was in short supply. Many of the tea gardens in Southeast 
Asia had been devastated by fighting and enemy occupation; 
others had been neglected. Shipping was a problem too, 
with the result that in England tea was rationed, in the 
United States it was under import control. 

Today the tea industry faces a situation which is not 
unlike that of many other commodities; namely, over- 
production. The surplus specter is still somewhat faint. 
Excess production during the past few years has not been 
too alarming. But the fact remains that although more 
people drink tea than any other beverage, consumption is 
lagging while production is mounting. 

For the primary tea-growing countries of the world, any 
drop in tea prices spells trouble. Tea is their leading source 
of revenue. Tea is also a big foreign exchange earner—in 
the case of India and Ceylon, the biggest. Among the less- 
developed countries in Africa, tea is a potential money- 
maker that is being counted on to help finance their ex- 
pansion schemes. 


More production . . . 


Before the war, world tea production averaged around 
991,000,000 Ibs. a year. By 1956, this figure had jumped 
to 1,524,000,000 Ibs., and an additional 40,000,000 Ibs was 
indicated for 1957, As with many of the world’s crops, this 
increase is being realized from fewer acres in some of the 
primary producing countries, through improved production 
practices, especially the wider use of fertilizers and insecti- 
cides. 

Only part of the increase, however, has occurred in the 
primary producing countries of Southeast Asia. Many 
countries which in past years have been customers for tea 
now produce all or part of their domestic requirements. 
In other countries, domestic requirements are being ful- 
filled, and increasing quantities of tea are available for the 
export market. This is particularly true in Africa. 


Actually, the quantity of tea produced in Africa is not as 
impressive as the rate at which production has increased. 
During the five-year period, 1935-39, total production of 
tea in Africa averaged 20,600,000 Ibs. In the 1946-50 period 
this average had risen to 37,100,000 Ibs., and by 1957, it was 
estimated at about 80,000,000 Ibs. With the areas planted 
to tea after the last war just coming into production, a total 
output of 100,000,000 Ibs. within a few years is highly 
probable. 

This rapid expansion of the African tea industry has been 
aided by the strong feeling for “nationalization” that is so 
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is the outlook? 





evident today in many of the tea-producing countries of the 
Far East. The confidence of investors in South Indian tea 
plantations has been shaken by the threat of nationalization 
of foreign-owned plantations in the State of Kerala, where 
the Communist Party has assumed power. In Ceylon, too, 
nationalization is in the air. And recent events in Indonesia, 
which have led to the expulsion of the Dutch planters and 
technicians, could very well result in some of them moving 
to Africa and either beginning new plantations or applying 
their years of experience to already existing plantations, 
thereby increasing African production still further. Over 
the past few years a number of British planters have been 
gradually shifting their investments and operations from 
India and Ceylon to African countries. 


. - » but not consumption 


Yet the African countries are hardly to blame for the 
tea industry's growing surpluses. World consumption of 
tea has not kept pace with the increase in world production. 
It is true that there have been consumption increases in the 
United Kingdom, the chief market for tea, and also in 
such countries as Egypt, the Union of South Africa, and 
India. But in the United States, the second largest importer 
of tea, and in Canada, tea has faced strong competition 
from other beverages. Imports for consumption into the 
Netherlands have lagged behind prewar imports. And this 
has been the case in other leading consuming countries. 

Various reasons have been given for the failure of tea 
consumption to keep up with production. In Europe, it 
has been attributed to economy habits formed during scarce 
years, also to the increased availability of Robusta coffees 
from Africa, where production has skyrocketed in the last 
five years. This may be a factor in the United States, where 
soluble coffees, many of which use Robustas in blending, 
have gained tremendous popularity. 

The surplus problem has other ramifications. It’s not a 
case of too much tea but too much plain tea—tea of medium 
and low grades. Both quantity and quality of tea can be 
affected by the way in which the plant is plucked. ‘Fine 
plucking” means that only the bud and the two youngest 
leaves of the tea shoot are harvested. “Coarse plucking” 
takes not only the bud and two young leaves but some of 
the larger leaves and stems 2s well. 


And quality ? 


When tea is scarce, buyers will take what they can get. 
But when there is plenty of tea, as there is today, dis- 
criminating buyers compete for the quality teas. Since a 
large percentage of the tea produced in the world is plain 
tea, the question resolves itself into who is going to buy 
these medium and low grades. The possibility of expanded 
consumption in India—a large proportion of India’s pro- 
duction is plain tea—is almost limitless, but only if tea 
can be made available to the public at lower prices than 
prevail now. 

(Continued on page 62) 


47 















Sept. 


June July Aug. 
1957 


1957 1957 1957 
5,695 4,207 4,846 
2,730 1,647 1,315 
142 167 373 
227 484 228 
1,067 1,113 894 
15 28 
112 = 320 


March April 
1957 1957 
4,351 4,290 
2,208 2,927 
447 525 
414 187 
1,106 

95 

627 


May 
1957 
6,220 
3,139 
291 
376 
1,374 
24 3 
421 358 


Black 
Ceylon 
India 
Formosa 
Africa 
Indonesia 
a 

isc. 
Green 


Japan 
isc. 


464 
24 


433 
13 


139 
13 


Oolong 

Formosa 
Canton 1 6 
Scntd Cntn 7 3 


Mixed 6 5 
TOTALS 


29 











Tea Movement into the United States 
(Figures in 1,000 pounds) 


9,372 9.62 11,871 10,336 8,207 8,546 7,808 7,593 8,040 8,187 


Figures cover teas examited and passed, do not include rejections. 


April 
1958 
3,915 
2,714 
311 
358 
1,547 
21 
299 


May June 
1958 1958 
4,412 2,678 
2,272 2,271 
480 362 
529 526 
1,836 1,664 
56 29 


207 = 411 


Oct. Nov. Dec. 
1957 1957 1957 
2,786 3,403 3,023 
2,353 1,914 2,528 
502 548 365 
265 273 
1,155 1,518 

99 198 

93 128 


276 t 34 29 236 
6 


. 
Vv 





9219 9,840 8,216 


Based on reports from U. S. Tea Examiner. 


9,980 8,479 














Decentralization of tea packing 
reflected in port of entry pattern, 
U. S. Tea Examiner points out 


Decentralization of the tea packing industry during the 
past few years has changed the pattern of the ports of 


entry for tea. 

This is pointed out by the U. S. Tea Examiner's office, 
part of the Food and Drug Administration in the U. S. 
Department of Health, Education and Welfare. 

The comments are made in the Tea Examiner's annual 
tea report for the fiscal year 1957/58, which ended June 
30th. 

Approximately 35% of the tea examined in New York 
now arrives through other ports. 

The amounts of tea entered through the larger of these 
ports this year are as follows: Galveston 9,908,079 Ibs.; 
Norfolk 10,725,790; New Orleans 3,155,565; Savannah 
3,943,026; Baltimore 1,877,202. 

Smaller teaports include Houston, Philadelphia and 
Chicago. 

The amount of tea entered at Chicago will undoubtedly 
increase when the St. Lawrence Seaway is fully opened, 
it is stated. 

The changing world political situation, along with in- 
creasing costs in the traditional areas of production, has 
led American importers to look for other sources of 
supply and to encourage production in other countries. 

East Africa is a major producer now, and fairly large 
shipments have come in from South America. Likewise, 
appreciable amounts have arrived from Iran, and there 
have been small exploratory shipments from Viet Nam. 

“We have received inquiries about American tea regu- 
lations from such diverse areas as Burma, Belgian Congo 
and Argentina,” the report said. 
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See slight drop in tea 
production for Pakistan 


The government of Pakistan recently estimated that the 
area under tea production for the 1958/59 season is 
76,000 acres, an increase of 1.3% over the acreage of 75,- 
000 during the 1957/58 season, 

Tea production for this year is expected to reach 52,- 
500,000 Ibs., a decrease of .9% from the 1957/58 produc- 
tion level of 53,000,000 Ibs. 

This production decline has been attributed to a reduc- 
tion in the propagation capacity of the tea plants caused 
by drought last season. 


Tea production expanding in Rhodesia 


Tea production is expanding in the Federation of Rho- 
desia and Nyasaland. 

In the Eastern Highlands of Southern Rhodesia, tea is 
one of the growing number of new products in the Feder- 
ation. 

Although it will take from 10 to 12 years to reach full 
production, tea crops picked so far indicate that the £3,000,- 
000 already invested in the project should be money well 
spent, it is reported. Almost 800 acres of the 10,000-acre 
estate of rolling bush-covered mountain country are already 
producing a good quality tea. Financed by one of the 
world’s biggest tea concerns, a Scottish firm, work on the 
estate is progressing to the final target of about 6,000 acres, 
which will produce about 8,500,000 Ibs. of “made” tea in 
12 to 13 years. 

Samples of the first crop from the 730 acres now bearing 
have been well received in the London market. 


The modern tea factory has the latest machinery to speed 
the “‘making’’ of tea from the green leaf, and plenty of space 
has been left for easy expansion of the factory as production 
increases. 
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tea grades 


APR NR TI, ET a EE ED 


By E. L. KEEGEL, Technologist 
Tea Research Institute of 
St. Coombs, Talawakelle 


This article, excerpts from "Tea Manufacture in Ceylon,” 
appears here by special arrangement with the Tea Research 
Institute of Ceylon, St. Combs, Talawakelle. The article 
is sixth in a series. The Institute issued Mr. Keegel’s com- 
prehensive and authoritative 163-page monograph. 


It is not possible to give a strict definition of any 
grade because no fundamental standards now exist. Even 
the names originally given to grades no longer bear any 
relationship to what they represent today. 

For example, ‘flowery pekoe’ was first used to describe 
the tea from buds and very immature leaves and was 
derived from the Chinese words “Pek Oh”, which signi- 
fied the white down they possessed. Today the term 
‘flowery pekoe’ may describe any sort of knobbly tea. 

‘Fannings”, as its name indicates, was that fraction of 
a tea separated by fanning (winnowing). In the modern 
sense, the word refers to a grade that is little larger than 
dust. 

In recent years, owing to the increasing tendency to 
prefer liquors to appearance, there has been a relaxation 
in the definition of various terms. A typical example 
is the B.O.P. grade. Some sections of the trade are pre- 
pared to accept an amalgamation of a B.O.P. and fannings 
as a B.O.P. grade. If the B.O.P. happens to be small 
and neat, the mixture may very well pass for a fannings 
grade. Even the so-called flowery pekoe may be nothing 
but an ordinary pekoe, 

The lack of uniformity of the present day market 
grades therefore makes it difficult to describe these with 
any accuracy. However, since nomenclature does to a 
great extent influence the value of tea, it may be useful 
to give a rough description of the regular grades current 
in Ceylon today. The glossary given below describes the 
generally accepted standards. 

Broken Orange Pekoe (B.O.P.)—A true natural B.O.P. 
should consist of only that leaf, broken up in the rollers, 
which passes through a No. 10 mesh, but not through 
No. 18. It forms about 50% of the crop, But today a 
60% to 70% outturn of this grade is not unusual, the 
increased outturn being obtained by adding tea cut up 
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from coarser leaf. Some estates make as much as 80% 
of this grade, by the addition of fannings. The ad- 
mixture of different grades diminishes the quality and 
appearance, but when either of these two characteristics 
is much in evidence the value of the resultant product 
is not appreciably lowered. 


Since the sale of a B.O.P. grade depends on both its 
appearance and liquoring properties the greatest care 
should be taken to avoid spoiling it by adding too much 
of tea with a poor appearance or poor quality, particularly 
cut stalk, It may, however, contain cut leaf, A fair 
outturn is 60%. 

Flowery Broken Orange Pekoe (F.B.O.P.)—This is 
usually derived from the early dhools, and must contain 
a reasonable amount of tip. The particles are longer 
than an average B.O.P. and must have a well twisted 
appearance. A satisfactory outturn is about 10%. This 
grade is marketed more for its appearance than liquor. 

Orange Pekoe (O.P.)—This is another fancy grade, 
like F.B.O.P., and comes chiefly from the big bulk. It 
contains no tip and is thin and light in liquor. It is 
slightly longer than F.B.O.P. and must be better twisted 
and more wiry. It consists of very tightly rolled leaf 
and mostly long tender stalk. 

Broken Pekoe (B.P.)—This grade is of about the same 
size as B.O.P., sometimes slightly larger, and is easily 
recognizable by the cut ends of the particles. It is not 
so black as the average B.O.P. grade, has no tip, and 
consists chiefly of cut stalk. It is derived from the last 
dhool and big bulk, and therefore has very poor liquoring 
properties. 

Its normal outturn is about 5%. 

Flowery Pekoe (F.P.)—Leaf that is too large to pass 
through No. 10 mesh is given the name F.P., but it must 
be even, curly and free from stalk and flake. It consists 
of leaf that is well twisted and has a somewhat shotty 
appearance. Its outturn is mainly influenced by the size 
of the roll-breaker mesh employed, and may be as high 
as 20%. If true to type, it should not be more than 


(Continued on page 62) 
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Claims of radioactivity 
in tea shipment raise 
temporary furor here 


Claims of radioactivity in a shipment of Japanese green 
tea raised a brief furor when she docked at Bush Terminal, 
Brooklyn, N. Y. 

It seems to have been a furor without foundation. Tests 
by experts, including the U. S. Coast Guard, cleared the 
cargo. At this writing, final tests are still being made by the 
Food and Drug Administration in Washington, D. C. 

The small storm gathered much of its wind when An- 
thony (Tough Tony) Anastasia, boss of the Brooklyn docks, 
seized the opportunity to come forward as champion of 
longshoreman health. 

The cargo wasn’t safe for his people, he told newspaper 
and television reporters. 

He even told of seeing, with his own eyes, the needle 
of a Geiger counter jump when it was near the cases of 
tea. With him was Capt. William Bradley, president of 
the International Longshoremen’s Union. It made good 
newspaper copy. 































Soon afterward, however, an expert retained by the 
ILA itself—Philip Lorio, radiation safety officer of Col- 
umbia University—said the results of his tects were nega- 
tive, 








The union then cleared the ship for unloading of the 
cargo by the longshoremen. 






A negative result on radioactivity was also reported by 
a Coast Guard security team. 






The ship was the Norwegian freighter Tancred, which 
arrived from the Far East via San Francisco with 821 cases 
of tea. In that port, Coast Guard security officers declared 
the tea was slightly radioactive, a condition they said would 
probably be dissipated by the time the ship reached New 
York, 

The story was given fair prominence by newspapers and 
television stations. 

Many of them did point out, however, that Japanese 
green tea represents less than one per cent of tea imports 
into the U. S. 

\ Most of them also carried follow-up stories reporting the 
negative results in the radioactivity tests by the Coast Guard 
and Mr. Lorio. 


London teenagers rediscover tea 


There’s a quiet revolution going on in London's Es- 
presso cafes, The Tea and Rubber Mail reports. Among 
the pony-tail set it’s considered much smarter now to 
order tea instead of that frothy cappocina. 

That was all right in the old days—of April or May. 
Tea has been rediscovered. But it’s not the humdrum 
sort that one drinks at home out of a cup. 

You choose from seven different varieties, each as 
exotic as the other, and you drink it out of a glass— 
Russian style in a metal holder with a tankard-like handle. 

Up to the moment, reports from avant garde cafes are 
that cinnamon tea is the curent favorite. Mint is going 
well, with its colorful spray of leaves artistically arranged 
in the glass. And for other individualists there is orange, 
lemon, spiced and iced tea. 
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Full color hot tea picture on one side, iced tea on the other—that's 
the way Salada handles the facings on its new tea bag package. It 
also has an aluminum foil liner, a “thank you" note inside, and a 
a friendly “Tag Line" saying on every tea bag tag. 


Salada Tea “humanizes” packages, 
introduces special features 


Salada Tea has “humanized” and “beautified” its pack- 
ages, and has also introduced a number of special features, 
some of them new to this industry. 

The excitement has been buiit into the packaging by 
a Salada-Shirriff-Horsey, Inc., marketing team at the Bos- 
ton headquarters headed by vice president and general 
manager Hugh M. Tibbetts. 

The company’s tea bag packages are now cellophane 
wrapped, have exclusive ‘easy open, easy close” feature, 
plus an aluminum foil liner to keep the tea fresh. 

The loose tea packages feature a very special innova- 
tion—the tea industry's first pouring spout. 

Salada states it is the first major tea brand featuring 
full-color process printing, and is also the first with re- 
versible facings—a beautiful illustration of hot tea on 
one side, iced tea on the other, thus enabling the displays 
to be always in season. 

Salada has set new standards for any food product in 
its ‘humanizing” and “personalizing”. Friendly sayings 
called ‘Tag Lines’ are printed on each tea bag tag. An- 
other idea is a little "Thank You” note inserted in every 
package of Salada Tea Bags. This has received a great 
deal of favorable comment and has been called public 
relations at its best, the company reports. 


Salada offers one-cent deal 
on RealLemon with box of 48's 


A one cent sale offering a ReaLemon plastic lemon wtih 
a pack of 48 Salada Tea Bags at the regular price was 
launched by Salada-Shirriff-Horsey, Inc., Boston. 

The “deep-flavor” tea bags are packaged in a special 
outer wrapper also containing the lemon juice. Two 
windows in the front of the outer wrapper reveal the 
products, and copy draws attention to the “iced tea 
special.” 

Objectives of the offer, according to Salada, are to 
“acquaint millions of tea drinkers with the “lemon-lift” 
that lemon gives tea, and to help introduce these mil- 
lions to the plastic ReaLemon.” 
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Carl |. Wood retires 


as president of Lipton 

Carl I. Wood, president of Thomas J. Lipton, Inc., has 
resigned as president of the tea company, it was announced 
by Robert B. Smallwood, chairman of the board. 

Mr. Wood recently observed his 35th anniversary with 
the firm. 

At a gathering of Liptonites at the Hoboken, N. J., head- 
quarters, Mr. Smallwood presented to Mr. Wood a silver 
desk set on behalf of all the company’s employees. He also 
received a golf bag of Russian calf leather, a gold desk 
clock and many personal gifts from long-time friends and 
business associates, 

Mr. Wood joined Lipton in 1922 as an accountant in 
the Hoboken office. He spent part of that year and all of 
1923 managing the Chicago division office and a coffee 
roasting plant Lipton had at that time in the same city. 

He returned to Hoboken in 1924 as assistant controller 
and was made secretary of the company in 1927. 

January, 1929, found the duties of assistant general sales 
manager added to his bustling schedule, and in March, 
1931, he became general sales manager. One year later he 
was appointed assistant general manager and in 1937 di- 
rector and vice president. 

In August, 1938, he became general manager, relinquish- 
ing the title of general sales manager. The following year 
he was promoted to executive vice president, and a short 
time later he climaxed a long and rewarding career by be- 
coming president. 


Tea Association’s Junior Board elects 
Gertenbach, Margolies; names 5 directors 


New officers have been elected for the coming year by 
the Junior Board of Directors of the Tea Association 
of the U.S.A, Five new board members were also 
named. 

The new officers and directors assume their posts in 
October, at the first meeting following the Tea Associa- 
tion convention. 

Robert F. Gertenbach, of Thomas J. Lipton, Inc., was 
elected chairman, to succeed Thomas E, Dannemiller, of 
the Dannemiller Coffee Co. 

Mr. Gertenbach has been secretary-treasurer. 

Max Margolies, of the Tea Pack Co., will be the new 
secretary-treasurer. 

Elected directors of the Junior Board were Robert 
Cruickshank, Isthmian Lines, Inc.; William Congalton, 
Standard Brands Inc.; Bernard Etrie, Old Slip Ware- 
house; Robert Weiskopf, Stein Hall & Co.,, Inc. 

One position as director will be filled later this year. 

Retiring from the board this fall are Mr. Dannemiller; 
Norman A. Langer, DeHope Goldschmidt Corp.; Her- 
man W. Preston, Irwin-Harrisons-Whitney, Inc.; Reginald 
Sanger, The Cunard Steamship Co., Ltd.; Herbert J. 
Thomas, Hall & Loudon; William Hall, McCormick & 
Co., Inc. 


Packaging Institute’s national forum 


The Packaging Institute will hold its 20th annual 
National Packaging Forum October 13th-15th, 1958, at 
the Edgewater Beach Hotel, Chicago. 
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New line of gourmet teas marketed 
by Anglo-American in reusable canisters 


A new line of teas is being marketed nationally by the 
Anglo-American Direct Tea Trading Co., New York City, 
in decorated metal canisters that simulate the hand- 
lacquered finish of Oriental artisans. 

Available in gourmet shops, specialty stores and at fine 
grocery shelves of department stores under the “Ranga 
Garden” label, the tea is sold in three styles: Darjeeling 
(India), Jasmine (Formosa) and English Breakfast tea 
(Ceylon). 

The bulk teas are packaged in reusable canisters deco- 
rated with an original Oriental garden design created by 
artists of the American Can Co., manufacturers of the 
container. Background color of the garden scene varies 
with the type of tea. 

The canister’s slip-cover top is knobbed for ease of 
opening. 


Salada TV promotion beamed at Canada 
opens markets in U. $. Pacific Northwest 


Canadian TV commercials which are appearing on 
KVOS.-TV, Bellingham, Wash., to insure Salada tea of 
the greatest coverage of the Vancouver market have 
created such a demand for the tea in the American state 
that Salada-Shirriff-Horsey, Ltd., Vancouver, is now sell- 
ing tea in the United States Pacific Northwest. 


Company officials told Supermarket News they had had 
no immediate plans for marketing Salada Tea in Wash- 
ington, until the TV station was deluged with telephone 
calls asking where it could be bought. 


As a result, Salada tea is being exported from Van- 
couver, this being more convenient than shipping supplies 
West from the company’s U. S. headquarters in Boston. 

KVOS-TV has assisted in the introduction of Salada by 
mail campaign to the trade, while Salada-Shirriff-Horsey 
has supported its TV campaign with newspapers adver- 
tising in the area. 

Demands from as far away as Portland, Oregon, have 
been received by the company, asking for permission to 
market the tea, 

It was a similar demand for Canadian tea that led to 
Salada entering the United States market in Buffalo. 





Tea production costs 


For an estate producing with great skill and care 1,000 
lbs. of manufactured tea per acre, the following will be 
the distribution: 

Out of every 1,000 bs., about 400 lbs go to labor in 
wages, amenities, and other benefits. 


About 180 lbs. go toward paying for the tools equip- 
ment and supplies required to keep the estate in pro- 
duction. 


About 275 lbs. will go towards central income tax, ag- 
ricultural income-tax and sales tax, duties, cesses, road 
tax, property tax, education cess and a number of other 
levies. 


The remainder of 145 lbs. go towards depreciation 
or enough funds to provide for the replacement of ma- 
chinery, buildings and equipment when they are worn 
out or too old, toward reserves, and paying a return to 
those whose investment enabled in the first place the 
development of this industry. 


—™M. W. Hoare at the annual general meeting of the 
Nilgiri Planters’ Association. 








New Shinnihon Line vessel makes 
maiden voyage from Japan to U. S. 


The motorship Kamoharu Maru, newest vessel of the 
Shinnihon Line fleet, was expected to arrive in New York 
last month approximately 22 days after sailing from 
Yokohama on her maiden voyage. The vessel called at 
Los Angeles enroute, after a record run about ten days. 

The Kamoharu Maru measures 513 feet in length over- 
all, and has a beam of 64 feet 4 inches. Her cargo cz- 
pacity is 586,224 cubic feet. Her deadweight and gross 
tonnages are 12,350 and 9,500 respectively. Her diesel 
engine, one of the most powerful ever installed in a dry 
cargo vessel, is capable of developing 12,500 BHP, en- 
abling her to attain speeds in excess of 21 knots. 

She is equipped with Cargocaire throughout all six 
holds, and has accommodations for 12 passengers in air- 
conditioned staterooms. 

The Texas Transport & Terminal Co., Inc,, are general 
agents in the United States for the Shinnihon Line. 
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Brisk Flavor! First, drinking 


Lipton Tea relaxes you. Then, 
its brisk flavor picks you up. 


Answer: Lipton, of course! 


Field 





Exclusive “‘Flo-Thru“’® Tea 
Bag! Lets all the brisk Lipton 
flavor come through. 


Flavor 
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Packaging 


coffee can styling aimed 
at consumer's emotions 


“Coffee is more than just coffee. Coffee is a symbol of 
warmth and comfort and a way of life.” 

These words of Dr, Ernest Dichter, at the heart. of his 
penetrating study of coffee consumption in the U. S., con- 
stituted a strong recommendation for more imaginative 
promotion and packaging of its product by the coffee in- 
dustry. 

Walter Landor and Associates, San Francisco industrial 
designers, have now skillfully translated Dichter's plea in 
the interests of an alert major coffee packer, S & W Fine 
Foods, which is centering the promotion of its newly per- 
fected blend around spectacular new can design. 

Point-of-purchase material, newspaper, radio and TV 
advertising have all taken their cue from the new design, 
under the direction of J. L. Brotherton, $S & W advertising 
and sales promotion manager, and Honig-Cooper & Miner, 
the firm’s advertising agency. 

S & W management felt the time ripe to inject a fresh 
approach to coffee can styling, one which would radiate 
powerful consumer appeal for coffee, while at the same 
time relating to the established brand image of the total 
food line. The new can, states § & W President Joseph 
Blumlein, “symbolizes our constant desire to improve and 
keep fully current with changing conditions in the dynamic 
food industry.” 

Designer Landor has voiced the thinking behind the new 
treatment: “Coffee roasters and packers have by and large 
relegated their product to the merchandising no-man’s-land 
of basic commodity, expecting bold brand treatment alone 
to carry the ball. They have failed to use the package as 
a sales promotional tool — a ‘sales emotional’ tool utilizing 
the fundamental social and psychological drives which long 
ago made coffee America’s No. 1 beverage. 

“We tried to concentrate on the can as an active sales 
device by appealing to a// the senses of the consumer, reach- 
ing her on an emotional level by conjuring up associations 
such as aroma, warmth, festivity, plentifulness, luxury, etc.” 

The new S & W coffee can realizes these objectives by 
means of an exciting design scheme which juxtaposes 
opaque and transparent inks to achieve brilliant effects. 
Predominantly red in color, the S & W can differs markedly 
from other red coffee cans on the market in its provocative 
styling, based on a rich pattern of swirling gold and coffee- 
brown “aroma lines’ rising from a row of cups. In addi- 
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The old can (left) and the new, on which golden and coffee-brown 
vapor lines rise from a row of white cups around the base. Back- 
ground is red. Brand continuity with old can and other S&W pro- 
ducts is carried by S&W logo, spotlighted in metallic green against 
a white oval bordered with gold. 


tion to strongly suggesting delicious fragrance and flavor, 
these lines of vapor have been ingeniously designed and 
printed in metallic inks to double as bright party streamers, 
a cheerful note welcomed by the housewife as she rises 
yawning of an early morning to prepare a pot of coffee. 

The series of cups around the bottom of the can has an 
equally important function. The cups help to reinforce the 
shopper's feeling that she is getting good value for her 
money. They also tend to increase consumption by phy- 
chologically encouraging those second and third helpings 
which lovers of coffee proverbially anticipate. 

The designers have assured effective continuity with the 
entire § & W line of foods through their treatment of the 
well-known S & W logotype. With its lettering slightly 
modified to afford swifter recognition, the trademark ap- 
pears boldly in transparent green, against a large white oval 
bordered by gold. The word “coffee,” set in traditional 
lettering and printed in warm brown, appears directly below 
the logotype. A small crown resting on the top edge of the 
oval spells out each of three grinds in words and color 
coding. This close relationship of brand and product identi- 
fication copy permits the consumer to take in all essential 
information at a glance. 

The new S & W design has proved remarkably effective 
in mass display. Partly responsible for this impact is the 
care which Landor has exercised in the design of the ship- 
ping cases, often used to support stacked coffee cans in 
stores. Conceived as extensions of the can design, the cases 
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are printed in red and brown against the natural color of 
the kraft. Spacious panels have been reserved at the bottom 
of each of the four sides to provide immediate grind identi- 
ficat.on. This feature, all too often overlooked in shipping 
case design, saves time and assures accuracy when the cases 
are handled by warehousemen and shipping clerks. 

Consumer response has been highly gratifying in the 
short time that the new S & W can has been on the market. 
Field researchers have noted such comments as: “You can 
almost smell the coffee’... “I've never tried this brand 
before, but something about it makes me feel that it must 
be good coffee” . “It looks cheerful and I needn't be 
ashamed of it on the kitchen stove.” 

One S & W customer wrote a fan letter, extolling the 
new design as a bright addition to her day! 

S & W has demonstrated its awareness of Landor’s con- 
tribution to the success of its new blend by giving the 
designer a credit line in full page newspaper advertise- 
meats featuring the new can. 

Considerable research and development lie behind the 
emergence of the new S & W can. First the designers ex- 
plored dozens of treatments in various directions. The most 
promising of these — nineteen in all — underwent re- 
finement and consumer testing to determine their effective- 
ness on all counts. The choice then narrowed down to six 
designs, which after additional development were subjected 
to further testing both by the Landor organization and by 
Dr. Dichter’s Institute for Motivational Research. 

The investigation did not stop there. In order to assure 
that the new S & W can would compete in the market at 
full strength, the Landor group prepared the most favored 
design in two ditferent color treatments based on red and 
rich coffee brown respectively. Acting independently, the 
designers and the Institute set about obtaining consumer 
reaction to both treatments. The tests demonstrated con- 
clusively that although coffee-drinkers in the connoisseur 
class warm up to a brown package, the vast majority of 
consumers prefer a red one. The designers have in- 
corporated these research findings in the new S & W can, 
which actually uses both colors to advantage in reaching 
the two markets. 


New multiple packaging machine 
introduced by Continental Can 


The Jak-Et-Pak-50, a new, extremely compact and 
flexible multiple packaging machine designed for broad 
application of wrap-around multi-unit cartoning at a low 
cost, has been introduced by the Boxboard & Folding 
Carton Division of the Continental Can Co. 

A smaller edition of the high speed Jak-Et-Pak-120 
system introduced by Continental at the close of 1956, 
the new machine efficiently handles up to 50 multi-packs 
per minute—equal to, in the case of a six-pack, 300 cans 
per munute. 

With dimensions only 10 feet 4 inches in length (which 
includes about 4 feet of infeed conveyor) by 4 feet 2 
inches in width, Jak-Et-Pak-50 has a very wide packaging 
size range. 

The machine was not conceived exclusively for use in 
making consumer multi-packs, but also for making com- 
bination packs for shipping purposes. 

The machine's compactness and flexibility provide an 
answer to the problem of the manufacturer who does not 
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require a high speed single purpose machine, and the 
packer who handles a number of containers differing in 
size and shape who would prefer several machines of 
lower speed to a single high speed unit. 

Changeover from double line packaging to single line 
packaging is easily accomplished on the Jak-Et-Pak-50, 
requiring less than one hour as opposed to other ma- 
chines now in use which need a day or more. 

Engineered by Ganz Bros., Inc., of Bergenfield, N. J., 
for Continental Can, the machine has many refinements 
which make possible continuous performance with good 
assurance against skipping or double feeding. 

The newly developed “double action” lock provides 
an excellent “easy opening’ device. The Jak-Et-Pak-50 
locking mechanism contains no moving parts, 





The new golden siaiale cans (left) and the old. 
New cans, two-grind policy, gift packs 
in Ehlers Golden Anniversary promotion 


As part of the celebration of its golden anniversary, 
Albert Ehlers, Inc., Brooklyn, N. Y., has redesigned its 
coffee cans. 

Ehlers has introduced a “golden anniversary Blend” 
which will become the company's standard package in 
the new can. 

The new designs were developed by Egmont Arens to 
reflect the quality of the new blend. 

Ehlers has also inaugurated a new policy on grinds 
and grind designations, Regular and drip grinds are now 
combined in one can for percolators, drip pots, etc. This 
can is predominantly blue. An extra fine grind is packed 
in a red can for Silex and other glass coffee makers. 

The new grind designations are carried on the cover, 
as well as the face of the new packages, In addition, an 
insert in each tin explains the new grind designations. 

To acquaint store buyers with the new cans, Ehlers 
sent to a selected list an attractive gift pack. A red can 
and a blue one were fitted onto a gold cardboard base, 
enclosed in clear plastic, and tied with a metallic gold 
ribbon. 

A smart folder inside the pack declared: “Yes. . . it's 
an all new look for Ehlers! New dress! New grinds!” 

Ehlers Grade A. Coffee was originally put on the mar- 
ket in 1908 in a tall slip-cover coffee can, and was 
changed to a vacuum tin in 1926, according to Albert 
Ehlers, president. The vacuum tin design went through 
several changes, the last one in 1947, 

The new designs have double facings, with the Ehlers 
name in blue, outlined with gold, against a white oval 
background. 
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the cloves of Zanzibar and Pemba 


By DR. ERNEST GUENTHER, Vice President and Technical Director 
Fritzsche 


Part 2 


This report is one of a series written by Dr. Guenther 
while on an extensive tour of the essential oil producing 
regions of Africa. Copyrighted by Fritzsche Brothers, Inc., 
the report is reprinted here by special arrangement with that 
company. 


The most serious problem facing the clove industry of 
Zanzibar and Pemba within the last ten or 15 years has 
been the damage caused by the disease known as “sudden 
death,” which at one time almost wiped out Zanzibar’s 
clove plantations, and gravely affected those of Pemba, The 
cause of this disease is still unknown, but it appears to 
be connected with the fungus Valsa eugeniae. 

“Sudden death” causes mature trees to wilt with little 
warning, and die within a few days. The first sign of in- 
fection is that leaves turn yellow. “Sudden death,” in its 
classical form, moves through plantations of healthy trees 40 
or more years old, but tends to leave behind a few surviviors, 
originally the more unhealthy trees. 

When a tree becomes infected, the usual practice is to 
burn the tree, then dig a hole around the root system and 
burn that also. 

“Sudden death” is apparently not a virus disease. There 
is as yet no means of controlling it. A shamba owner may 
lose his entire plantation within a short time, and become 
improverished. Experiments are under way in the Depart- 
meat of Agriculture in Zanzibar to insure that young trees 
planted in “sudden death” areas remain healthy, Probably 
resistance is connected with the general vigor of the tree, 
and possibly with soil conditions, Attempts are also being 
made to halt the advance of the disease in the field by 
means of trenching, liming and removal of the fungus from 
the branches of trees (where it also occurs as an aerial 
“die-back” pathogen). 

The Department of Agriculture is trying to discover 
the best means of rehabilitating a clove plantation after 
it has been decimated by “sudden death.” A feature of 
the diseaSe is that young trees and saplings are difficult 


AUGUST, 1958 


Brothers, Inc. 


Ai Zanzibar, unloading cloves arriving from Pemba. 


to inoculate with the fungus, being apparently resistant. 
For this reason, young trees planted in old ‘‘sudden death” 
areas grow very well for perhaps 15 years, and then begin 
a slow decline as their roots become infected with Valsa. 

The disease in Zanzibar has reduced that island's con- 
tribution to total exports of the Protectorate from one-third 
to about one-eighth of the whole, but production in Pemba 
is increasing, and has more than compensated for reduced 
production in Zanzibar. Large numbers of new trees are 
being planted, and it is expected that the total production 
figure for the Protectorate will continue to rise. 

A second disease afflicting the clove tree is “die-back.” 
This is caused by the entry of the fungus Cryptosporella 
exgeniae into the tissues of the tree—a result, usually, of 
careless picking and breaking of branches, and consequent 
invasion of the wood by the fungus. 

The fungus may take years to travel down the branch, 
and older trees may have numerous foci of infection. 
Eventually the tree dies, when the fungus reaches the main 
trunk and succeeds in invading the entire cross-section of 
the wood. 

“Die-back” can be prevented by avoiding the breaking of 
branches when picking clove buds. Strong propaganda and 
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publicity, combined with legislation, have already been ef- 
fective in improving harvest methods. In young trees, 
“die-back” can be cut out easily by pruning; the exposed 
surfaces must be protected by painting with a fungicidal 
coating. The young trees respond vigorously to this treat- 
ment; but it is probably uneconomical for older trees, in 
which the disease is more widespread. It is impossible to 
assess the full extent of the damage caused by ‘‘die-back;” 
but there is little doubt that clove crops would be at least 
20% greater if the disease could be eliminated. 

One of the most serious problems facing the clove in- 
dustry in the Protectorate is that of absentee ownership— 
a result not only of the attraction of town life, but also of 
the Islamic laws of inheritance, in obedience to which 
plantations are continually subdivided, so that most land- 
owners possess a number of very small plantings rather 
than a single large one. This makes for uneconomic man- 
agement. 

Another problem is that of the increasing cost of labor. 
Some of the more progressive landowners are now thinking 
in terms of mechanical cultivation. However, cultivation 
by tractor is not easy where plantings are located on steep 
hillsides, as in Pemba. Moreover, landowners are be- 
coming aware of the necessity of more intensive farming of 
cloves, with the result that the standards of clove produc- 
tion are improving. Cloves are now brought to market in 
a better condition than ever before, particularly in Pemba. 


The export markets 


In the recent past, exports of Zanzibar and Pemba cloves 
have been distributed as follows: 

To Indonesia, which absorbs approximately half of the 
annual output of both islands. In Indonesia the cloves 
are used chiefly to flavor cigarettes. The government of 
the Protectorate is somewhat apprehensive about the heavy 
exports to Indonesia, since in view of recent political and 
economic developments, that area may no longer be able 
to pay for such heavy imports of cloves from Zanzibar and 
Pemba. 

To India, which absorbs roughly 20% of the annual out- 
put. In India the cloves are used primarily in betelnut 
chew, and to a lesser extent in temple and ceremonial incense. 

To the United Kingdom, the United States, and other 
parts of the world. Unfortunately, exports to the United 
States in late years have been rather disappointing. Thus, in 
1956 the United States imported less than 50 tons of 
cloves from the Protectorate. A larger quantity went to 
Canada and the Middle East. 

Before permission for export is granted, cloves from 
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Zanzibar and Pemba must meet the following standards set 
by law: 

The three grades must not contain more than: 
Stems, mother-of-cloves, 
and foreign superfluous or 

Grade I Grade II Grade II 

inferior matter 5% 5% 
“Kokher” cloves % 7% 20% 
Moisture 16% 16% 


More on grades 


Grade I should really be called “superfine” or ‘extra’; it 
provides for the requirements of the highest class of spice 
trade—for use as incense in India, for example. How- 
ever, this grade has not been exported from Zanzibar or 
Pemba for a long time. Grade II is the one most largely 
in demand and most heavily exported, being accepted as a 
high-grade spice in all overseas markets. Grade III is a 
distillers’ grade. Recently, however, the price difference 
between Grades II and III has been only ten to 15 pounds 
sterling per long ton. Hence very little of Grade IIT has 
been exported. (An importer abroad must certify and 
guarantee that he will use Grade III exclusively for distilla- 
tion purposes. ) 

No report on the clove industry of Zanzibar and Pemba 
would be complete without mentioning and giving full 
credit to the Clove Growers’ Association. It was established 
in 1928 to correct the chaotic conditions prevailing in the 
industry at that time. 

In the Protectorate, cloves are grown chiefly by Arabs, 
while export is largely in the hands of Indian businessmen— 
much shrewder individuals than the Arabs. The Indians 
formerly advanced loans to the Arab grower, often at exorbi- 
tant rates, so that by the early 1930's a large number of 
shambas had failen into the hands of the Indians, leaving 
many Arabs impoverished. Because of short crops in some 
years and bumper crops in others, stocks and prices fluctua- 
ted enormously, giving free rein to speculation by local 
dealers and exporters, Conditions grew so serious that the 
government had to intervene, to protect the Arab against 
further exploitation. 

Floor price 


The association has benefited the primary producers on 
the islands by guaranteeing a floor price that assures enough 
income to cover costs of production with a margin for living 
expenses. At the same time, the association protects users 
abroad against excessive price fluctuations, by holding large 
stocks in its warehouses, from which spice can be drawn in 
years of short crops. This policy has had a stabilizing ef- 
fect on local and overseas markets, benefiting all concerned. 

Originally, it was thought that the association might 
handle all clove exports, but this plan was modified because 
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of the resistance of Indian exporters in Zanzibar and their 
countrymen in India itseif—heavy buyers of the spice. 

Today the Association still has the legal right to export 
cloves, but does not exercise it while a normal flow of ex- 
ports continue. In other words, the association prefers 
not to interfere with private trade, so long as private en- 
terprise can maintain an adequate volume of exports. 

A decree promulgated in 1938 specifies the standards for 
various grades of cloves, The same decree authorizes the 
Clove Growers’ Association to purchase cloves from the 
growers (the quantity depending upon the size of the crop). 
In a bumper year, the association may purchase the bulk of 
the crop. In short years, it may not buy the spice at all. 

The association disposes of its accumulated stocks. by im- 
plementing the clove decree mentioned above, according to 
which exporters are obligated to take a certain percentage 
of their shipments from the association, At the present 
time, an exporter must purchase 50% of his shipments from 
the association. The percentage figure may vary, however. 
It depends on the size of the stocks held by the association: 
the larger the stocks, the higher the percentage. 


For buyer and seller 


The system whereby the association guarantees a floor 
price to the primary producers, and whereby it disposes 
of its purchases by contributing a certain percentage of its 
stocks to exporters, operates in the interest of both the 
grower and the overseas buyer. The former is assured of 
a fair price for his product, and the Association's stocks act 
as a buffer in stabilizing prices locally and abroad. This is 
important particularly in years of short crops, when prices 
would normally rise. 

The prices at which the association sells to the exporter 
are established by a board of management. They are 
scaled to costs of production to cover storage, interest on 
over-drafts, handling charges, rents, etc. The prices for 
the various grades are not necessarily identical with those 
quoted on the open market, which may vary from day to 
day; they may be higher or lower. 

The selling price of the association is not in any way 
influenced by the usual market fluctuations. For example, 
if the price of cloves on the overseas market should rise, 
the association would not necessarily consider this a reason 
for increasing its own selling price. The policy of establish- 
ing the selling price is influenced not only by the amount 
of stocks on hand and the size of the crop to be expected, 
but also by the necessity of insuring normal flow of exports. 

A grower is free to sell his crop on the open market in 
Zanzibar, and will probably do so if he is able to obtain 
a price higher than that offered by the association. How- 
ever, he cannot deliver an inferior product—i.e., one that 
does not meet legal standards. Cloves purchased by the 
association will be examined a second time by an official 
of the association. All cloves have to be rechecked when 
brought to the export shed for export. 


The association is authorized to do many other things, 
For example: it may act as land agent, auctioneer, valuer; 
mauager, receiver, or trustee of agricultural and other pro- 
perties; purchaser of agricultural materials and implements 
for use of or for sale to producers; and so on. It assists 
growers with loans for development of their property, for 
weeding, for picking of cloves. In addition it exports 
copra, coconut oil, and coir fibre. 

A major activity of the association is the production of 
clove stem oil. The association has an exclusive license 
for the distillation of clove bud and clove stem oil in the 
Protectorate, but at the present time it exercises only the 
right to produce the latter oil. 

Export of clove stems is prohibited, to prevent their 
use as an adulterant for clove buds. The association pur- 
chases the dried clove stems at prices fixed by grade. 

These stems are processed in the distillery of the associa- 
tion, which is located near the warehouses and contains 12 
large stills. Each still holds about 1,500 pounds of dried 
clove stems, or 2,000 pounds of clove buds. Steam pressure 
in the boiler amounts to about 80 pounds. Distillation of 
one batch of clove stems requires 16 hours, or 48 hours in 
the case of clove buds. The yield of clove stem oil averages 
6%; that of clove bud oil varies between 15% and 17%. 

The Clove Growers Association is a non-profit organiza- 
tion, It has no stockholders; profits (if any) are spent 
on reseatch, and for the general benefit of agriculture 
throughout the Protectorate. Fairness and efficiency are the 
association's most outstanding features. 


Woolson Spice opens new refrigerated 
spice storage room at Toledo plant 


A new 70,000 cubic foot refrigerated spice room cost- 
ing approximately $50,000 has been opened in Toledo by 
the Woolson Spice Co., third largest spice grinder in the 
United States. 

The new facility will aid Woolson in maintaining top 
quality control of the variety of spices produced and dis- 
tributed over three-fourths of the nation by the company, 
according to William L. MacMillan, vice president and 
general sales manager. 

Mr. MacMillan said that the new facility would en- 
able Woolson to better serve the food processors, meat 
packers and pickle manufacturers it now supplies, as well 
as retail customers. 

“It should increase the volume of spices flowing into 
Toledo from all parts of the world,” he said. 

The Woolson vice president stated that standards of 
spice color and quality were currently being published 
by the American Spice Trade Association. 

The firm, with home offices in Toledo, also has a 
subsidiary, the Forbes Co. in St. Louis, a coffee roasting 
plant in Brooklyn, N. Y., and an office in New York 
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By MARK HALL 


® #8 While political expedients and the 
pressure of mounting surpluses are 
causing the major problems in the 
coffee world, the effects of one of these 
measures is filling the minds of local 
coffee men. Whether consigned coffee 
is here to stay, green and roaster cof- 
fee men believe it has had decided ef- 
fects on the local market. It has en- 
abled the roaster to buy from local 
stocks and has affected futures buying. 
Rough estimates of consigned coffees 
in warehouses run around 50,000 bags. 
Weaknesses and declines in spot prices 
are attributed to consigned coffee. It 
is believed by some green men that 
this method of doing business may 
not continue. 

Most consigned coffee was from the 
1957/58 crop, and green men say buy- 
ers are now looking to the 1958/59 crop 
for their future needs. Among green 
men, there is some question as to what 
is the base price on which the coffee 
was consigned, and therefore what the 
risk is of holding such coffee in a fall- 
ing or weak market. Opinion is that 
the holding of coffee could be a risk. 
The importer pays storage and other 
expenses while the coffee is in this 
country. 

As to roasters, one of them ex- 
pressed the opinion that while con- 
signed coffee gives them an advantage 
now, they do not favor it as a long 
term policy. They have been able 
to buy spot coffees, out of the ware- 
house, at lower prices: buy in as small 
a quantity as needed; and they feel 
secure as to future needs as long as 
such coffee remain in the warehouses. 
As to the policy, this roaster felt that 
government control of the distribuion 
of coffee would lead to many difficulties. 
It would remove the free action of the 
market. with its consequent determina- 
tion of worldwide prices. As it is to- 
day, constant contact with brokers 
gives the buver the chance to know 
worldwide offerings. Conrolled gov- 
ernment distribution could lead to 
special deals on large quantities and 
lower prices to favored buyers, thus 





threatening the competitive position of 
roasters, 

The latest report by the PCCA on 
coffee shipments to the Pacific Coast 
shows that up to July 15th of this 
year Brazil is off 344,254 bags of cof- 
fee, compared to the similar period 
last year, Colombia is down 21,491 
bags, Central America 33,259 bags. 
Africa, on the other hand, shows a gain 
of 54,583 bags. 

Total shipments to the Pacific Coast 
of 1,774,110 bags are 187,554 bags less 
than the previous year. 
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@ @ The coffee industry is being fea- 
tured this year at the California State 
Fair, August 27th—September 7th— 
by the City and County of San Fran- 
cisco’s annual exhibit. The booth spon- 
sored and paid for by the City and 
County will be in the main exhibition 
building. PCCA, through its publicity 
committee, has given the necessary 
technical advice to the designers and 
helped fix the theme for the exhibit. 

The space allotted is 30 by 30 feet. 
The design is very colorful. In the 
background is a diorama, in color, of 
the coffee producing countries. In the 
display area is a large globe of the 
world with ribbons attached, leading 
the eye to trays of green coffee from 
designated countries. Also in this 
area is a turntable piled high with the 
finished product in cans of the various 
roasters in the city. 

The main feature is a five foot cup 
of coffee with an oversized bag of 
coffee inverted and hung from the 
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ceiling, simulating the flow of coffee 
to a mili and then into the cup, Steam 
from the cup has the aroma of freshly 
brewed coffee. 

Coffee ships will be moving into 
the harbor in the background, and 
trucks will add to the action as loads 
are being constantly carried away. 

It is expected that 40,000 people a 
day be exposed to the exhibit, as the 
Fair, for the duration, is expected to 
have an attendance of about 500,000 
people. 

As the chairman of the advertising 
committee of PCCA, it fell to Tom 
Duff to work out the technical de- 
tails with the representative of the 
Regional Service Committee of the 
City and County of San Francisco, and 
with the actual builders of the exhibit. 
Other members on Tom's committee 
were Bill Budge and Ed Johnson, Jr. 
® ® Vic Howard has withdrawn from 
Geo. W. Reed & Co. and is now operat- 
ing under his own name as Victor W. 
Howard & Co. He has moved his of- 
fices to 9 Main Street. This location 
is growing into something of a center 
for coffee men. First it was Harold 
King, then Bendiks and now Vic 
Howard. 
® 8 Harold King is expanding his 
quarters, percentagewise by several 
times. This is evidence that he is 
doing business. Harold has received 
confirming word that he is the repre- 
sentative of Jabour Exportadora, S.A., 
of Rio de Janeiro, Paranagua and 
Victoria, Brazil. They are leading ex- 
porters of coffee from that country. 


@ ® Bunge Coffee, Inc., is liquidating 
its coffee operations, not only here but 
in New York City and in other coun- 
tries. 


® ® Jack Hornung is now representing 
Tenco, Inc., Linden, N. J., manufactur- 
ers of instant coffee. His territory is 
the Pacific Coast, with offices in the 
Tilden Building. The main plant of 
Tenco is in Linden, but the company 
has plants in Mexico, E] Salvador and 
Guatemala. In the expansion of the 
company to the Pacific Coast, a packag- 
ing plant is contemplated. 

Tenco was founded by Edward 
Aborn with other roasters. That 
number of original founders, ten, is 
the source of the name. In the West, 
Jack is out to sell distributors a wide 
selection of instants for private labels. 
He has a long background in the cof- 
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By W. McKENNON 


= 8 A bowling league consisting of 
teams from the coffee trade and allied 
firms is in the process of formation. 
Ten teams have been reported as tenta- 
tively organized and an equal number 
of bowling alleys have been reserved 
for September, when the league plans 
to begin its season, 

@ @ Mr. and Mrs. M. L. White, of the 
White Coffee Co., have returned to 
their home in Arkansas City, Kansas, 
after a business and pleasure trip to 
New Orleans. While here, Mr. White 
made his headquarters at the Buckley 
& Forstall offices. 

@ @ R. B. Fowlkes, of J. A. Folger & 
Co.’s New Orleans office, recently was 
out of town on his vacation. 

@ 8 George C. Foltz, of the Foltz Tea 
& Coffee Co., has returned from a busi- 
ness trip to Washington, D. C. 

® @ David Kattan is in Honduras on 
an extended business trip. 

@ 8 Sam Israel, of Leon Israel & 
Bros., Inc., has returned from a busi- 
ness trip to New York. 


@ @ Mr. and Mrs. William Kunz, of 
W. H. Kunz & Co., have left on a vaca- 
tion and business trip which will take 
them to Spain, Switzerland, France, 
England, Majorca and Scotland. They 
will return about September 1st. 

@ @ Edward Sommerfield, president of 
the Esco Coffee Company, Cincinnatti, 
visited New Orleans, where he called 
on the trade. 

@ es FE. A. Leonhardt, of Westfeldt 
Bros. spent his vacation at Manaki 
Lodge, Manaki, Ontario, Canada, 

® @Francisco de Sola, of H. de Sola 
y hijos, San Salvador, made a brief 
stop in New Orleans recently enroute 
to New York. 

® 8Germano Courrege, Jr., the Delta 
Line representative in Rio de Janeiro, 
was a recent visitor in New Orleans 
and Chicago on a combination business 
and vacation trip. With him was his 
family. 

@ & Captain J. C. Morgan, with his 
family, arrived in New Orleans last 
month aboard the Del Mar. Captain 
Morgan is the Delta Line representa- 
tive in Santos, and will return there 
later this summer. 





fee field and his many friends wish him 
success, 

® & John Pollaro, of Hard and Rand, 
informs us that he has added to the 
staff Thomas G. Nerderman, who was 
formerly with the J. C. Millett Co., San 
Francisco. Nerderman came originally 
from Evanston, Ill, and was born in 
New Jersey. His Army duty was in 
“intelligence”, 

@ @ Mrs, Madeleine Maxwell, widow 
of the late Harry D. Maxwell, passed 
away at the home of her son Emmett 
Blot, after a lingering illness. She also 
leaves a stepdaughter Mrs. Beatrice 
Schaver, and a sister, Miss Josephine 
Gaffney. 

® @ Playing a part in the recent move 
of Anderson, Clayton & Co. was the 
fact that Bill Fenerin, from the window 
of the office at 203 California Street, 
could look across the street at the old 
offices of Hard and Rand on Front 
Street, where he spent many years. 
Acute nostalgia so possessed him that, 
with his influence added to other con- 
siderations, the move was made. Now 
Bill should be happy. Just another 
note about the company, as furnished 
by Jack Schimelpfenig. 








Pete Larrica, formerly with Bunge, 
is a new member of the staff. 
@ & All coffee men are looking for- 
ward to the golf party of the Grace 
Line to be held at Orinda Country 
Club September 12th. All you have 
to do at these parties is sign your 
name for all types of refreshments and 
food any time of the day. Generally 
the weather is tops at Orinda, and 
the golfing, swimming or tennis should 
be of the finest. 
@ ® Jack Sassard, sales promotion and 
advertising manger of the Schilling’s 
division of McCormick & Co., Inc., 
was recently made a member of the 
senior board of directors. Jack had 
been a member of the junior board for 
some time. He joined the company in 
1946, began as a salesman, and was 
promotion manager of tea until his 
promotion to the present position. 
® ® Miller Riddle, of Thomas J. Lip- 
ton, Inc., is still in the hospital. L. 
Monro is taking his place during his 
absence. Monro came from the Los 
Angeles district, where he acted as 
sales manager for the company. 
@ ® Paul Ahrens, of Irwin-Harrisons- 


Whitney, Inc., is back from Japan, 












where he goes every year to be present 
at the buyers’ season for tea. 

8 s Tea men are looking forward to 
the annual WSTA picnic, to be held at 
San Mateo Memorial Park on Septem- 


ber 20th. Ed Spi'lane, as chairman, 
will stear the event to its usual fun, 
liquid refreshments and good eats. 
Larry Meyers will call the shots in 
the bingo game. Jim Mahoney, with 
the assistance of Junior, will umpire the 
horeshoe game. Hot dogs will stay 
hunger until the dinner time, and will 
be served by barkers Ray Grahm and 
Jack Sassard. Mrs. Fred Vance will 
have charge of the ladies’ games and 
Stanley Lee will supervise the kids. 
Last but not least, Eddie Castlemen, 
famous caterer to picnics and horse- 
men, will serve juicy steaks along with 
the rest of a wonderful dinner. All 
loyal tea men are expected to be there, 
along with their friends. 


Chicago 


By HARRY LANE 


ae F. J. Lunding, chairman of the 
board of the Jewel Tea Co., has an- 
nounced the election of L. D. Smith 
to a vice presidency. Mr. Smith has 
been manager of Jewel’s warehouse 
manufacturing and transportation di- 
vision since 1954. As vice president, 
he will continue to head that division 
for the food stores department of the 
company. He joined Jewel Tea in 
1935 and became a route salesman in 
Springfield. 

@ @ The American Can Co. opened a 
large new plant in Hammond, Indiana, 
to take care of their expanding trade 
in the Chicago territory. 

= s Earl Cohn, vice president of the 
Superior Tea and Coffee Co., Chicago, 
reports they have a Superior coffee 
blend for vending machines for theaters 
and other locations. 

@ @ Ames McVeagh, son of a pioneer 
Chicago wholesale grocer and coffee 
roaster, the late Franklin McVeagh, 
passed away in Washington. His wid- 
ow, Zelie McVeagh, survives. 

@ @ The Superior Tea & Coffee Co., 
currently celebrating its 50th anniver- 
sary year, has announced the comple- 
tion of added facilities for its book- 
keeping and accounting departments, 
which more than doubles the firm’s 
total office space since the beginning 
of the year. 

Located at 2278 N. Elston Avenue, 
the company began its operation in 
1908, and now roasts, packages and 
sells over 200,000 Ibs. of coffee a week, 
ranking as one of the leading roast- 
ers of coffee and related food products 
in the Midwest. 
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@ ® After a gap of about five years, the 
New York coffee trade is once again 
holding a weekend outing. It will take 
place September 12th-14th, at the Shaw- 
nee Inn, Shawnee, Pa. 

Not only did members of the New 
York City Green Coffee Association in- 
dicate they wanted the outing when they 
were polled early this year, about 150 put 
in their reservations back in April. 

Confirmation of these reservations are 
now coming in, but there’s a good pos- 
sibility there'll be room for more. If 
you'd like to go, check with the New 
York City Green Coffee Association. 

The rates this corner mentioned in May 
still stand. It is emphasized that the 
ladies are welcome at the outing, so bring 
the wife along. 
= @ Last September this department 
carried a note about one of the real old- 
timers on Front Street—Augustus Wall- 
bridge, who began his career in coffee on 
August 16th, 1883. 

Recently Mr. Wallbridge passed away. 

Although he marked his 90th birthday 
on December 23rd, he retired from coffee 
actively only six years ago. Even after 
that, he turned up at his office at 89 
Front Street regularly, to manage vari- 
ous private financial matters. 

He started with John C. Lloyd & Co., 
green coffee jobbers at 99 Front Street. 

He began at a salary of $3.00 a week 
and worked an 11-hour day. 

He was active on the New York Coffee 
& Sugar Exchange down through the 
years, serving at one time as its secretary, 
as a member of the board of managers, 
and on many committees. 

He is survived by a 
Marion Hill. 
= @ Eric Nelson, a partner in the firm 
of C. E. Bickford & Co., coffee brokers 
and agents, died recently at the age of 
54, following a short illness. 

Widely known throughout the trade, 
Mr. Nelson had been with Bickford 
for 39 years, starting with that company 
in 1919 as an office boy. 

He was active in the New York City 
Green Coffee Association for many years. 

He is survived by his wife, a daughter, 
a sister, and his mother and father. 

@ & The coffee industry is also mourn- 
ing the passing of Walter D. Stuart, who 


sister, Mrs. 


died last month at the age of 76 at his 
Brooklyn home, 1 Grace Court. 

In coffee for more than half a cen- 
tury, he headed the company which bore 
his name, W. D. Stuart & Co, 

Since 1927, he had been an active floor 
broker on the New York Coffee & Sugar 
Exchange. 

He is survived by his wife. 

@ ® Charles Hall Speights, assistant vice 
president of the American President 
Lines, Ltd., in charge of freight sales, 
died suddenly last month at the age of 
58. 

He is survived by his wife, a son, his 
mother and two sisters. 

@ @ Workers in. the Hills Brothers 
Coffee, Inc., plant at Edgewater, N. J., 
rebuffed Harry Bridges in an attempt 
to establish a beachhead in the Port of 
New York. “ 

The Hills Brothers employees voted 
against representation by Bridges’ Inter- 
national Longshoremen’s and Warehouse- 
men’s Union. No other union appeared 
on the ballot. 

@ @ David North, formerly advertising 
manager of Martinson’s Coffee, is in a 
different field now. He’s product adver- 
tising manager of Revlon, Inc. 

@ @ Albert Ehlers, Jr., of Albert Ehlers, 
Inc., Brooklyn, is chairing the campaign 
in coffee, tea, spice and allied industries 
for the Deborah Sanatorium and Hospi- 
tal, a free, non-sectarian institution for 
operable heart diseases, chest cancer, 
rheumatic fever and tuberculosis. 

The institution is actively engaged in 
research on heart disease, 

Working with Mr. Ehlers in the coffee 
trade is John Heuman, of the Continental 
Coffee Co., Inc.; in the tea trade, Max 
Margolies, of the Tea Pack Co., Inc. 
® ® Richard L. Hansen has been elected 
president cf the Ward-Garcia Corp., gen- 
eral agents for the Ward Line and the 
Garcia Line, it was announced by Alfredo 
Garcia, chairman of the Board. 

Marcos Garcia was appointed assistant 

to the president. 
@ @ Edward F. Trainor is now handling 
freight solicitation in the coffee and cocoa 
trade for the Moller Steamship Co., Inc., 
general agents for the Maersk Line. He 
has a transportation background, especial- 
ly in these commodities. 








Maersk recently started a new service 
from West African ports to U. S. North 
Atlantic and Pacific Coast ports. 

The Hartvig Maersk arrived in New 
York last month to open the new service. 


She berthed at the new Maersk Line 
Terminal, Pier 11, Atlantic Basin, Brook- 
lyn. 

@ 8 The new offices of the Mamenic 
International Corp., general agents for 
the Mamenic Steamship Line, were for- 
mally dedicated by General A. Somoza 
D., of Nicaragua, president of the line. 

The dedication ceremonies were in the 
form of an open house reception in honor 
of General Somoza. 

Mamenic International recently named 
James Lyons as vice president and 
Chester Sulinski as assistant vice presi- 
dent. 

Formerly secretary of the Freight For- 
warders Association, Mr. Lyons has had 
a long and active background in the 
steamship industry, 

Mr. Sulinski will be in charge of ad- 
vertising and promotion for Mamenic In- 
ternational, 
® #8 The Holland Interamerica Line 
wants to point out to friends in the coffee 
trade who are not aware of it that the 
line’s coffee vessels discharge at Pier 
1, Bush Docks, Brooklyn. 
® @ The American Spice Trade Asso- 
ciation is starting something new—and 
nice. ASTA is going to hold an all-day 
outing and golf tourney which it hopes 
will become an annual event. 

The first outing will be at the Dellwood 
Country Club, New City. N. Y., on 
Thursday, September 11th. 

The club has 800 acres of beautiful 
grounds, including an 18-hoie goif course, 
an Olympic-size swimming pool, other 
sports facilities, and lovely countryside. 

Everyone is invited, ASTA members 
and spice people not yet members. 

Tickets for the entire day, including 
luncheon, greens fees, swimming, dinner 
and all gratuities are $17 per person. 
Dinner only is $10. 

If any green coffee luck rubs onto their 
spice neighbors, ASTA's outing should 
be a bright and beautiful day. 
® @ New York coffee men had a chance 
to hear The Coffee Brewing Institute in 
action, Lynne Mapel, CBI's assistant di- 
rector of public relations, was interviewed 
by Frances Foley Gannon, director of 
the Department of Markets, .on WNYC’s 
City Food Guide program at 8:40 a.m. 

The interview covered directions for 
brewing, CBI's activities, ete. 














Coffee 


NEW YORK 


| A. L. Ransonorr Co., Inc. 


BOwling Green 9-0189 


JAMES A. ALEXANDER 


COFFEE BROKER 
90 FRONT STREET 


NEW YORK 5, N. Y. 














108 Front Street 














Cable Addresses 
GALICAFE—CAFADA 


GALINDO, RYMSHAW & CO., INC. 


Agents for Colombians, Mexicans, 
Centrals, Cubans and African growths. 
135 FRONT STREET 


WHitehall 3-8562 








NEW YORK 5, N. Y. 




















enn 





COFFEE & TEA 





INDUSTRIES 

















and The Flavor Field 























AMERTRADE, INC. 


Coffee Importers 


| PARK AVENUE NEW YORK 16, N. Y. 
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By VICTOR CAIN 


® ® Earle Lingle, of the Lingle Bros. 
Coffee Co., made a flight to San Fran- 
cisco to attend a board of directors 
meeting of the Pacific Coast Coffee 
Association. 

® 8 Walter Dunn, manager of Otis 
McAllister’s Los Angeles office, flew 
to San Francisco for several days stay 
to attend a conference at their home 
office, 

@ @ Duane Smith, of the Smart & 
Final Iris Co., resigned his position as 
assistant to George Smith in the coffee 
department. Mr. Smith has not as 
yet announced his plans for the future, 
but whatever they may be, we wish 


® ® Beck Rowe, of E. A. Johnson & 
Co., San Francisco, was in Los Angeles 
to call on the local coffee roasters. 

m @ Gene McMasters, of Otis Mc- 
Allister, has been transferred from their 
San Francisco office to Los Angeles, 
as assistant to Walter Dunn. 

@ ® Jack Horning, formerly of G. W. 
Konig & Son, weighmasters in San 
Francisco, and now associated with 
Tenco, Inc., manufacturers of private 
label instant coffee, was in Los Angeles 
calling on local coffee roasters. This 
was like old home week for Jack, for 
at one time he worked here in Los 
Angeles as a green coffee broker and 
was then with the E. B. Ackerman 
Co., Inc. While here, Jack saw many 
of his old friends. 

= @ Bill Morton, of W. J. Morton, 


Inc., flew to San Francisco for a short 


business trip. 

® ® Charlie Mack, of the E. B. Acker- 
man Co., Inc., spent a week vacationing 
at Carmel, Calif. While up in his old 
stamping grounds, Charlie played sev- 
eral games of golf at Pebble Beach, 
getting his game in shape for the cof- 
fee tournament next year. 

@ @ Mr. and Mrs. Bill Gloege, former- 
ly of Bunge Coffee, Inc., Los Angeles, 
and now maintaining a local office here 
for the Carl Borchsenius Co., Inc., New 
York City, returned from a trip through 
Guatemala and Mexico, While in 
Mexico, Bill visited with William Dil- 
dine, retired president of Coffee Indus- 
tries, Inc. From Bill's report, the trip 
was a great experience, and they are 
looking forward to a return tour soon, 


him the greatest success. 





world tea: what is the outlook? 
(Continued from page 47) 





Were it not for this excess of plain tea, efforts to renew 
the International Tea Agreement might prove successful. 
In 1933, the tea growing industry, feeling that it was es- 
sential to keep production in broad balance with con- 
sumption, drew up the first international tea regulation 
scheme. Entered into by producers in India, Ceylon, and 
Indonesia—then the Netherlands East Indies—the Agree- 
ment provided for the regulation of exports and the control 
of acreage for a five-year period. While the powers of 
control have not been employed since the war, the machinery 
of international regulation was kept intact by successive 
renewals and extensions of the original agreement. 

Since March, 1955, however, producers have lacked the 
means of joint action. On that date, the agreement expired, 
and it has not been renewed because the former participants 
have not been able to agree on the increase in standard ex- 
ports that each should have. 

Many Indian producers, when faced with the threat of 
surplus stocks of plain tea, favor restriction. Ceylon pro- 
ducers, on the other hand, whose output of quality teas is 
larger, are having less trouble finding markets and con- 
sequently are not anxious to cut back production. Even in 
India, the quality tea producers are opposed to restriction 
for the same reason. Their argument is that the plain tea 
producers could improve their quality if they choose. 

Another argument that has been advanced against renewal 
of the agreement is that without the African producers it 
loses much of its effectiveness—and so far they have not 
been interested. (The British African territories participated 
in the 1938 pact but withdrew after the war.) 

Tea growers in the major producing countries point out 
that if the agreement were to be renewed by the former 
members only, the burden of restriction would fall on them 
and the African producers would be free to win a larger 
share of the market. If prices should rise by restricting 
production, tea growing would become even more profitable 
to the African producers because of their lower production 
costs, and production would tend to increase even further. 

No one disputes these arguments. But those who urge 
renewal feel that the advantages outweight the disadvan- 
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tages. They claim that it is better for the major producing 
countries, which supply the bulk of the world’s tea, to act 
together rather than face an unstable world market separate- 
ly. And in time, they say, the African countries may be 
persuaded to enter the agreement. 

Thus, the outlook is not wholly pessimistic. The tea 
growers of the world have too many tools for control at 
their command to allow overproduction to build up year 
after year. Besides the International Tea Agreement, which 
has many advocates and consequently has not been shelved, 
there is the possibility that some of the major producing 
countries will set up their own production controls, Further- 
more, there is a definite drive in India and elsewhere toward 
production of quality tea, which in turn would reduce 
quantity. And lastly, the tea trade as a whole is convinced 
of the need for promotional work to increase consumption. 
India, Africa, the United States, and the Middle East have 
possibilities for increased consumption, and even though 
promotional work normally does not yield quick returns, 
it may pay off over the long term. 


tea grades 
(Continued from page 49) 





5%. Its liquor, though light, must compare favorably 
in quality with that of the B.O.P. grade. 

Pekoe—(P.)—This is the largest of the leafy grades, 
and in the true sense should be entirely shotty in charac- 
ter. It is derived from snappy, well withered leaf which 
rolls into “balls” and can be found in all the dhools 
and big bulk. If true to type, the outturn is very small, 
not being more than 1%. Like all leafy grades, its liquor 
is inferior to B.O.P. and it sells mainly for its appear- 
ance. The pekoe, nowadays, is inclined to contain a 
considerable quantity of ‘cut leaf” and may be slightly 
open, 

"The present trends are to combine the F.P. and pekoe 
grades, calling the mixture F.P. if the icas are from up- 
country, and pekoe in the case of low-country teas. 

Broken Orange Pekoe Fannings (B.O.P.F.)—-This is a 
small sized grade taken through No. 14, or No. 16, or 
No. 18 mesh, according to market demands. It should 
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be derived from the finer leaf and be black in appearance. 
It is grainy when separated by a smaller mesh and leafy 
when it is larger in size. It may also be flaky, irrespective 
of size, as a result of poor leaf or faulty manufacture. 

Its outturn is influenced by the method of rolling and 
can be regulated by the percentage of B.O.P. taken out. 
Generally speaking, the outturns of B.O.P. and B.O.P.F. 
add up to about 70%. That is to say, if the B.O.P. per- 
centage is 60%, that of B.O.P.F. can be expected to be 
about 10%. If the former is 40% the latter would be 
about 30%. But the character of the grades in the two 
cases would be entirely different. 

Owing to its rapid brewing properties a fannings 
grade gives strong, colory liquors. 

Flowery Broken Orange Pekoe Fannings (F.B.O.P.F.)— 
It is that part of a B.O.P.F, with an abnormal amount of 
tip and as it can only be derived from early dhools, does 
not exceed 10% in outturn. 

Broken Pekoe Fannings (B.P.F.)—This grade is gen- 
erally of about the same size as B.O.P.F., but very much 
inferior in appearance. It is present in the later dhools 
and produced when leaf is cut. It is brownish in color 
and very flaky. Its outturn depends on the standard of 
appearance required of the B.O.P.F. 

Dust (D.)—This is the smallest of the grades and is 
so small as to resemble actual dust. Its value is chiefly 
influenced by its appearance. A good dust should be 
grainy, very black and free from fiber and grit. Its 
appearance is improved by winnowing, the browner 
fractions being classed as dust No. 2 and dust No. 3. 

Inferior dusts are also produced by crushing coarse 
leaf. If abnormal methods are not employed the out- 
turn of the dust grade is small and as low as 3%. It 
gives a thick, strong liquoring tea, 

Broken Mixed (B.M.)—This grade, as its name im- 
plies, is a mixture of the flaky tea obtained from the 
winnowing of the regular grades. It has no fixed size, 
is uneven and consists of flat leaf and stalk. The liquor 
lacks quality, but has fair strength and color. When 
pulverized to dust, its liquoring properties are improved. 

The percentage outturn of B.M. reflects the standard 
of plucking. Coarse leaf may bring it up to 20%, while 
fine standards of plucking may produce only an insig- 
nificant amount. High broken mixed outturns can also 
be caused by under-withered leaf, insufficient rolling, or 
too severe fittings on roller tables. Under normal con- 
ditions it is about 5%. 

Waste Tea—This is not a grade in the real sense of 
the word, but since its outturn is of considerable im- 
portance, a reference to it is not irrelevant. If grading 
is done on methodical lines and leaf is of an average 
standard, the percentage of refuse tea need not be higher 
than 3%. 

Waste tea usually contains some broken mixed and 
dust. If these are eliminated, actual refuse—made up of 
fluff, fiber and pickings—is unlikely to amount to more 
than 1% of the crop. These figures will vary according 
to the standard of plucking. 


Coffee pests 


The three main coffee pests on the Ivory Coast are 
twig borers, stem borers and coffee cherry borers. Rapid- 
growing trees on good soil are less susceptible to damage 
than young trees growing slowly on poor soil. 
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Hydrometer method to evaluate coffee 


beverage reported by Dr. Lockhart 


A hydrometer method for determining the soluble 
solids content of a coffee brew was revealed by Dr. 
Ernest E. Lockhart, scientific director of The Coffee Brew- 
ing Institute, at the first Inter American Food Congress, 
at Bal Harbor, Florida. 

Citing this new development as an example of the 
contributions technical research is making toward up- 
grading and controlling beverage quality, Dr. Lockhart 
stressed the practicality and simplicity of the method, 
indicating that anyone, including non-technical personnel 
could conduct on-the-spot brew evaluations. 

Readings made with a hydrometer designed especially 
for use in the beverage at the place of preparation can 
easily be converted to soluble solids by means of a table 
now available, Dr. Lockhart added. 

The hydrometer method, he pointed out, is not in- 
tended to replace the more precise oven drying technique, 
of which it is an outgrowth. It merely supplements this 
method of determining the soluble solids content of a 
brew, also developed by the Institute. 

The latter test, he explained, is based on the measure- 
ment of materials extracted from the grounds by water. 
These soluble solids, as they are called, comprise the 
strength, body and taste of the beverage. 

This objective approach offers two powerful advan- 
tages, he pointed out. First, the beverage does not have 
to be tasted, eliminating all subjective inaccuracy and 
opinion associated with taste testing. Second, beverage 
samples can be analyzed cold anytime after preparation. 
Thus, it is possible for brews prepared in distant points, 
such as San Francisco, Chicago, Boston or Miami, to be 
sent to New York for analysis and evaluation. 

Dr. Lockhart indicated that as a result of many such 
evaluations, conducted on a test basis, it had been possi- 
ble to recommend changes in preparation, brewing equip- 
ment, grinds and methods of water treatment, as well as 
evaluating new equipment and uniformity of beverage 
preparation. 

While this technique could be used by anyone with 
even a small laboratory, those lacking such facilities 
could have analyses made by the Institute at a nominal 
cost, he added, 


Coffee Rum Punch rates high 


Coffee Rum Punch, a special summer drink created by 
James Beard, noted food and drink expert, was selected 
the number two favorite by eight leading food columnists 
of newspapers and magazines during a taste-testing to 
pick New York City’s official Summer Festival Punch. 
The title-winner was a fruit and rum punch. 

The Coffee Rum Punch was one of five summer drinks 
Mr. Beard was commissioned to prepare by the City’s 
Convention and Visitor's Bureau and The Rums of 
Puerto Rico. 

Mr. Beard’s recipe for Coffee Rum Punch is as follows: 

Blend two fifth bottles Puerto Rican rum and three 
quarts of freshly made strong black coffee with one 
quart of heavy cream. Chill and pour over a mound 
of vanilla ice cream (about three quarts) in a large 
punch bowl and blend well. Yield: 40 servings. 
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FOR SALE cee 
COMPLETELY RECONDITIONED 
GUMP GRANULIZER & 

STEEL BUCKET ELEVATOR 
Mcdel 66 Gump Granulizer, complete 
with 3 HP motor for operation on 110/ 
220 volt, single phase, 60 cycle or 220/ 
440 volt, three phase, 60 cycle Alternat- 
ing Current; Grinding Rolls corrugated 
to your specifications; 
crated 


Model 375 Gump Steel Bucket Elevator 
11’0” high—9’6" floor to discharge, com- 
plete with gearhead motor for operation 
on 110/220 volt, 1 phase, 60 cycle A.C. 
with stainless steel receiving pocket to 
take ground coffee discharged from 
Model 66 Granulizer; skidded and 
crated 00 
fob Chicago 
oe. PROCESS EQUIPMENT, Inc, 
150 South Kolin Avenue 
Chicago 23, Mlinois 














“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 


size. 
only $3.00 
Coffee & Tea Industries 








106 Water St. New York 5, NY. 

















Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Department 
106 Water Street New York 5, N. Y. 
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can be made in 
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Write for a sample package of 


COFFEE URN 
CLEANER 
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‘*Manufacturing 
Processes for 
Soluble Coffee” 


a basic summary in 
booklet form 
50 cents per copy 
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(formerly The = -. 
106 Water St., New 

















YOURS for the asking 


is a monthly “Reader Service’ 
of Coffee & Tea Industries. The 
booklets listed on page 33 of 
this issue contain specialized, de- 
tailed information on various 
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COFFEE & TEA !NDUSTRIES and The Flavor Field 
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TIMED FOR ICED-TEA DAYS... 

TIMED FOR THE TOO-HOT-TO-BOTHER-WITH-BREWING SEASON... 
TIMED TO GIVE THE CONSUMER THE BEST ICED OR HOT TEA SHE'S EVER HAD... 
TIMED TO KEEP YOUR SUMMER PROFITS UP! 





JNCE AGAIN SOL CAFE 1S FIRST—WITH A CHOICE OF TWO INSTANT TEAS 
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10 FRESH BREWED TEA AT ITS VERY BEST 


ALL YEAR LONG—PUT A TWO-FISTED PUNCH IN YOUR TEA SALES— 
WITH SOL CAFE'S TWO NEW PRIVATE LABEL INSTANT TEAS! 


= Manufacturing Corporation 


180-04 BRINKERHOFF AVENUE - JAMAICA 33, N. Y. 
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WORLD'S LARGEST INDEPENDENT MANUFACTURER OF PRIVATE LABEL INSTANT COFFEE 





NICARAGUAN COFFEE 


Our coffee, having a soft quality and exquisite taste, 


always excels in cup tests. 


The flavor and aroma of Nicaraguan Coffee make 
regular consumers. Discriminating individuals who 


have tasted it once, always demand it. 


We have available, for export, two qualities: 





Nicaragua Washed Coffee 


and 
Matagalpa Coffee 





Our soils are considered the best for coffee cultivation. 


That is the reason we grow one of the best coffees 


in the world. 


SOCIEDAD COOPERATIVA ANONIMA DE CAFETEROS DE NICARAGUA 


Member—Federacion Cafetalera de America 


MANAGUA, D.N., NICARAGUA, C.A. 
APARTADO POSTAL 721 Cable Address: “SOCOCANIC” 








